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Following is a list of publications carrying FULL, PAGE 
subscription advertising of 


THE WOMAN'S MAGAZINE sts: 


Thee FULL PAGES appeared from Two to FIVE 


times in each publication. 


MONTHLIES. 
McCLURE’S MAGAZINE, RED BOOK, 
EVERYBODY’S MAGAZINE, PILGRIM, 
STRAND MAGAZINE, MADAME, 
PEARSON’S MAGAZINE, AMERICAN HOME JOURNAL, 
AINSLEE’S MAGAZINE, STAR MONTHLY, 
METROPOLITAN MAGAZINE, ROCKY MOUNTAIN MAGAZINE, 
REVIEW OF REVIEWS, WORD AND WORKS, 
MODERN PRISCILLA, MAGAZINE OF MYSTERIES, 
BLACK CAT, HOUSEHOLD, 
LADIES’ FAVORITE MAGAZINE, HOUSEWIFE, 
AMERICAN DRESSMAKER, PICTORIAL REVIEW, 
HOUSE BEAUTIFUL, SUCCESS. 

WEEKLIES. 

COLLIER’S WEEKLY, YOUNG PEOPLE’S WEEKLY, 
RAM’S HORN, CHRISTIAN HERALD, 


LITERARY DIGEST. 
FARM PAPERS. 


FARM JOURNAL, MISSOURI VALLEY FARMER, 
SUCCESSFUL FARMING, GREEN’S FRUIT GROWER, 
FARM AND HOME, 


Mr. ADVERTISER :— You can make no mistake in placing your 
ad in a publication that advertises heavily for subscribers, for it 
means a subscription list made up of advertisement readers and 
advertisement answerers—the very best QUALITY of circulation 
any publication can offer. This FULL. PAGE subscription 
advertising is not a sporadic campaign, but has been carried on 
every year of our existence. 

Think of the tremendous selling force of your advertisement 
in a magazine entering 1,623,967 Homes (our 1904 
average) every month. 


THE WOMAN’S MAGAZINE, 
(LARGEST IN THE WORLD), 
SAINT LOUIS, MISSOURI. 
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’ The Marketplace 
McClure S—— of the World 
A Magazine is the Salesroom of the Advertiser. 


In what kind of a salesroom do you like to trade? Un- 
questionably where there is a large assortment of goods of varying 
prices suited to varying needs; where the goods are attractively 
displayed and honestly represented; where the surroundings are 
agreeable and wholesome; where the business is carried on 
in a businesslike manner; and where you feel that you will get 
good value for your money. 

You like to purchase your wares in a salesroom with a 
sense of security and confidence that the goods sold are as 
represented, where the moral tone is high, and where objects 
which offend your sense of good taste are not shown. 

McClure’s Magazine is such a salesroom. It leads in the 
assortment of goods which it offers. 

These goods have a great range in price, according to 
quality and workmanship, but the purchasers may feel assured 
of good value for every dollar paid. 

Care is exercised to properly classify (as far as possible) 
and artistically arrange the wares in the advertising pages of 
McClure’s. Inharmonious objects are not brought together, 
nor is anything repulsive or offensive displayed. 

It is sometimes asked why we refuse to advertise certain 
wares. We refuse these wares, sometimes because we do not 
believe that they are in all respects what they claim to be; 
sometimes because we cannot conscientiously recommend them 
to our readers; sometimes because of unpleasing suggestions, 
as, for example, reference to disease, etc.; sometimes because 
the class, irrespective of the merits of the individual case, has 
a questionable reputation. 


The same reasons why a first-class salesroom does not carry 
wares which it considers displeasing to its customers are the 
reasons why McClure’s exercises its prerogative to refuse 
advertisements which it considers undesirable. 


c 
From June McClure’s. Manager Advertising Dept. 
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VoL. LI. NEW YORK, 
FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell, 
TWENTIETH PAPER. 


I think it was in the month of 
June, 1867, that the New York 
State Editorial Association held 
its annual convention at Penn 
Yan. A Mr. Cleveland, editor of 
one of the village papers, was 
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only time I can recall having read 
about him, in connection with lit- 
erature, was, I think, in the New 
York Tribune, wherein certain 
literary characters were reviewed 
in grades and classes, beginning 
with—I don’t remember whom, 
Thackeray perhaps, and descend- 
ing, as the editor expressed it, 
“down to Wirt Sikes.’ He was 
also the husband of Olive Logan, 
of whom I reallv ought to be 











S. M, Pgrrenai.v. 
President of the Association that 
year. He had the further dis- 
tinction of being a brother of the 
wife of that distinguished newspa- 
per man, Mr. Horace Greeley of 
the Tribune. Mr. Wirt Sikes, a 
literary man, it was announced 
would read a poem, [ came to 
know Mr. Sikes somewhat in 
after years, but upon what his 
literary fame rested then or rests 
now I am not able to specify. The 








James H. Bartgs. 
better informed than I am, for I 





frequently met her. She was an 
actress, an authoress, or an elo- 
cutionist; and I seem to never be 
able to ascertain which, or to 
what extent. She and Mr. Sikes 
were alike in one respect, they 
were both deaf; but after all they 
hardly had so much to do with 
this newspaper convention, which 
was the first I ever attended, to 
warrant such extended reference 
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to them, although it was there 
that I first came into a knowledge 
of their existence. Being new to 
New York, and, to a regrettable 
degree, unacquainted with its 
newspaper men; it seemed a wise 
thing to do to go to Penn Yan, 
and see them all in a bunch. The 
idea that it was a convention of 
newspaper men, held for discuss- 
ing their own affairs, and that I 
was not a newspaper man, and 
had not been invited to be present, 
did not occur to me. When on 
the ground, however, it was no- 
ticeable that no very cordial re- 
ception was extended; still, as my 
principal competitor, Mr. S. M. 
Pettengill, was there, and a cer- 
tain other agent from New York 
City as well, Peter K. Deyo by 
name, not to mention a press man- 
ufacturer or two, an ink salesman 
and two or three others who 
sought dealings with the news- 
papers, I did not feel specially out 
of place. 

At the meetings, however, after 
Mr. Sikes’s poem had had atten- 


-tion, and the business of the con- 


vention began; I learned that 
publishers had troubles of their 
own, and that among these ad- 
vertising agents were accorded a 
position among the principal, if 
not the chiefest of them all. It 
seemed, from statements there 
made, that the agents were un- 
mitigated bears on prices, that 
they always demanded the lowest 
prices, and the greatest amount of 
service, and, when a column had 
once been sold to one of them for 
$15 or $20 a year, because it at the 
time happened to be so much 
extra space on the newspaper 
man’s hands, and compelled him 
to do an extra amount of type- 
setting to fill it; it was very hard 
to make that agent understand, 
if he happened to want a second 
column a month or a year later, 
that the price must be $100, and 
that no lower figure could be con- 
sidered. At a certain point, my 
eminent competitor, Mr. Petten- 
gill, arose, and, in his mild-man- 
nered way, berated the publishers 
for their lack of business methods, 
and took special exception to the 
practice, of which many of them 
were guilty, of selling to Mr. 


Rowell, an advertising agent now 
present, a column of space at a 
yearly rate, and allowing him to 
peddle it out to monthly users of 
an inch, more or less, at less than 
half the price the publisher would 
demand of the advertiser, accord- 
ing to his rate card, and much 
worse than that, at less than half 
the price the same _ publisher 
would demand from him, Petten- 
gill, if he, instead of Rowell, 
should happen to send the same 
card of an inch or thereabouts to 
appear for a single month. One 
or two men with whom I had 
contracts, and who were well 
enough satisfied with them, rose 
to say to Mr. Pettengill that he 
too might have the same privi- 
leges, if he would make a similar 
contract; but to do that would be 
to admit that there was some 
merit in my so-called List System 
and this he could not very well 
do, because he had been pooh- 
poohing it to his advertising pat- 
rons ever since he first heard of 
it; and it was a fact, of which he 
did not then speak, that he too, 
had tried the same plan in his 
earlier years, and had fallen down 
on it, mainly because he did not 
insist that every advertiser who 
availed himself of it, should use 
his combination in its entirety; 
and because he did not send his 
copy and changes, with the clock- 
like precision that I had deemed 
requisite, and which was, in fact, 
the salvation of my scheme. 
Later Mr. Deyo had some words 
to address to the convention. He 
supported Mr. Pettengill. He had 
been an agent once, but left his 
office at the call of his country to 
take the captaincy of a military 
company, and had gone to the 
war; but now the war was over, 
he needed an income from busi- 
ness, and would again be an ad- 
vertising agent; and, as he had 
no office, nor much capital, and 
his old customers had formed new 
connections, he now wanted 
things made just as easy for him 
as possible, and he deprecated the 
idea that Pettengill’s established 
credit, or Mr. Rowell’s new- 
fangled scheme, of buying by the - 
column and selling by the inch, 
should be allowed to give either 
(Continued on page 6.) 
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{ If you wish to 

Uv interest the great 
purchasing classes it 

is essential that you use 

Pes grade evening 

{ To reach the 

anon ‘of Baltimore, Mon- 

treal, Indianapolis, Minneap- 

olis and Washington the fol- 


' lowing high grade evening papers 
should be used if you desire to cover 
the field at a minimum expenditure : 














THE NEWS has the largest circulation 
of any paper in Baltimore. The favorite THE 


of the men and women alike. Carries BALTIMORE 


more Classified Advertising than any of its NEWS 
contemporaries. 













































Goes into the homes of P 
92. per cent of the English THE ** Canada’s 
speaking classes of Montreal, 

THE STAR has a larger cir- MONTREAL | Greatest 
culation than all other local STAR Newspaper.” 
English papers combined. 






THE NEWS car- 
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95 per cent of thes 





newspaper _ readers 


THE ing, foreign and 
of Indianapolis are INDIANAPOLIS local, than all other 
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THE STAR is received into over 92 
THE per cent of the white homes of Washing- 
WASHINGTON ton. Carries more local advertising than 
any other paper at the National Capital. 

THE SUNDAY STAR is the leading 
Sunday paper of Washington. 


DAN A. CARROLL 
Special Repr: tative 
Tribune Building W. Y. PERRY Tribune Building 
New York (Mgr. Chicago Office) - Chicago 






































6 PRINTERS’ INK. 


any advantage that should keep 
him from stepping back into the 
position he said he had, or 
thought he had, occupied before 
the South Carolinians had so im- 
pudently fired on Fort Sumter. 
I do not remember whether I had 
opportunity or occasion to say 
anything. What the others said 
had been good enough for me. 
My great competitor had publicly 
admitted that he had to charge a 
customer twice as much as I did 
for the same service, and asserted 
that even then, I made a larger 
profit on the transaction than he 
did. 

I wrote out a statement of Mr. 
Pettengill’s remarks, as I remem- 
bered them, and having space to 
spare in a good many of the pa- 
pers that were represented at the 
convention, I filled that space with 
a condensation of Mr. Pettengill’s 
remarks. No one would need to 
be told that, as I was not a sten- 
ographer, Mr. Pettengill was not 
likely to agree as to the strict ac- 
curacy of my report, and it came 
about that he was led to address 
a protest on the subject to some 
of the papers that had carried my 
announcement. Whereupon the 
vigorous editor of the Jamestown 
Journal espoused his cause with 
much enthusiasm, and came out 
with what the said editor, who 
had been present at, and was 
about the most active man in the 
convention, said was what Mr. 
Pettengill really did say. Many a 
man has had reason to assert that 
he could deal well enough with 
his enemies if God would only 
preserve him from his friends. 
This Jamestown man proceeded to 
set the thing right in his paper 
but he had no stenographer’s re- 
port to guide him any more than 
I had. I do not think his report 
was quite so accurate as my own, 
but when the Journal’s account 
came to hand, that part of Petten- 
gill’s remarks that reproached the 
papers for allowing me to get so 
great an advantage over him was 
stated even more strongly than I 
had put it. This the Journal man 
was quite willing to do, because 
his own skirts were clear; he hav- 
ing refused to consider a contract 
I had offered to make with him. 


I bought and distributed 1,000 
copies of the Jamestown Journal, 
and also issued a new circular, 
and had a new advertisement, and 
they were quite effective. I had 
never seen Mr. Pettengill before 
we met at the convention. I was 
twenty-eight years old, he forty- 
three. He was essentially an ami- 
able man, furthermore, he quickly 
realized that his words, spoken in 
convention, had not been as well 
considered as they might have 
been; consequently, when we met 
outside, he did not deem it ad- 
visable to magnify my importance 
by making me out too much 
of a competitor. On my part I 
was so well satisfied with all that 
had occurred, that my inclination 
was to laugh at Mr. Pettengill, 
rather than argue with him, and 
after the first day of the conven- 
tion; but before my circular and 
advertisement had appeared; we 
became rather friendly than 
otherwise. 

He had never been in my office; 
but something occurred at the 
time of issuing my second circu- 
lar that made it seem advisable to 
submit a proof to him _ before 
sending it out; so with that proof 
in hand, I went personally to his 
place of business, in the old World 
Building; standing where the 
Potter Building now is, at the 
corner of Park Row and Beekman 
street. Mr. Pettengill was not in, 
but his junior partner, Mr. Bates, 
was, and to him I exhibited the 
proof. Bates was twelve years my 
senior. I had never seen him be- 
fore. He looked at me through 
his gold-bowed spectacles, glanced 
at the proof, made some depre- 
catory remark not at all cal- 
culated to please me—no one 
could make such a remark more 
effectively than Bates could—and 
I came away. It will be seen that 
my acquaintance with these two 
men began in a business squabble 
—I sometimes say in a_ row. 
Curiously it so happened that the 
acquaintance, thus begun, contin- 
ued, improved, ripened into friend- 
ship, and lasted until the termina- 
tion of the life of each of them. 
They were not at all alike. 
Pettengill came from Connecticut 
and had in him some touch of the 














Puritan. Bates was a native of 
Vermont, but his family moved to 
Michigan while he was a child, 
and he was broadened by the 
wider life of the Middle West. 
Pettengill was a leading member 
of Plymouth Church, and a warm 
friend and ardent admirer of 
Mr. Beecher, although he did 
enjoy stating, when speaking of 
the unfortunate scandal that 
troubled his last days, that he, 
Pettengill, was in accord with the 
verdict of the Long Island farmer 
who commended the jury that had 
stood three for conviction and 
nine for acquittal, on the ground 
that, in his opinion, Mr. Beecher 
was three quarters innocent, 
Bates also lived in Brooklyn, 
most of his life; but took more 
stock in Theodore Tilton than he 
did in Mr. Beecher. Each had a 
keen sense of humor, but Petten- 
gill rarely made a brilliant suc- 
cess when he attempted a joke, or 
a pun, or to tell a funny story; 
while Bates under no circum- 
stances ever failed to make what 
he had to say a little more spark- 
ling, or witty, than anybody else 
ever could. I do not believe they 
were ever companionable. Pet- 
tengill had the lion’s share of the 
earnings of the firm, while there 
were those who believed that 
Bates brought most grist to the 
mill. There came a period when 
there was serious friction between 
the two, and I at the time was 
very intimate with both. I would 
meet Pettengill at luncheon, and 
spend an evening with Bates, at 
his rooms, or mine. Both acquir- 
eda habit of telling me their per- 
sonal grievances, each, I rather 
think, knowing that the other did 
so. By and by they separated. 
By the terms of the agreement 
under which they did business 
this left nothing for Bates to do 
but to step out. The books and the 
firm name belonged to Pettengill, 
and yet Bates was entitled to have 
an accounting, and to be paid a 
proper share of the profits that 
had accrued. Here was a chance 
for a disagreement and it did not 
fail to arise. No settlement being 
arrived at, Bates finally put his 
claim into the hands of an at- 
torney, and proceedings to com- 
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pel a_ settlement 
under way. 

At this time I had the experi- 
ence of being called on to act as 
an arbitrator. It was Pettengill 
who asked me to attempt it. 
Bates, when I spoke to him, said 
I had better let it alone, but I 
did not. I had numerous talks 
with each, not attempting to go 
into the merits of the case, but 
hoping to arrive at an adjustment 
based on the views they respec- 
tively held. Pettengill admitted 
that something was due to Bates, 
but could not say how much. 
Bates insisted that he must be 
paid, but I did not at first learn 
how much he demanded. ‘The 
thing hung along for some time. 
Finally I induced Bates to name 
a definite and exact sum for 
which he would give a receipt in 
full. When he had done so I, 
with more or less difficulty, in- 
duced Pettengill to tell me how 
much money he would pay for a 
receipt in full, and a discontinu- 
ance of the action. When he fi- 
nally was brought to fix his mind 
on a definite sum, he seemed 
pretty determined that he would 
not, in any event, pay any more. 
Bates, on his part, had been 
equally decided, that the figure he 
had named should not be reduced 
a single penny. 

It was when this much progress 
had been made, that two things 
became very plain to me. First 
that each pretty weil understood 
the merits of the matter, and that 
each was in essentials a fair man. 
The most unexpected thing about 
it all, however, was that the 
amount Bates demanded, and than 
which he would accept no less, 
and the sum that Pettengill would 
pay, and never a cent more, was 
the same sum precisely. The 
question arises then, why any 
need of law suit or arbitration? 
The reason was to be looked for 
in the fact that the strained re- 
lations that existed between them 
made it impossible for either to be 
quite frank with the other. Con- 
sequently, they could not get to- 
gether. I by no means felt on 
solid ground when I had gotten 
thus far. I dared not play an 
open hand. “What sort of a re- 


were gotten 
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ceipt do you want from Bates,” 
I asked of Pettengill, and he gave 
me a form, which when shown to 
Bates, Le would not sign. He 
however, made out a form of his 
own, which he would sign, and 
that was taken to Pettengill for 
his acquiescence, and, as the dif- 
ference was not material, he 
waived his objection to it. It 
made no mention of the amount 
to be paid. I then asked Mr. 
Pettengill to give me a check for 
the amount he had specified, 
promising either to bring him the 
receipt or return him his check; 
but he said he had not so much 
money in hand. “Very well,” I 
said, “you have an account across 
the street at the Nassau Bank, 
and have dealt there for twenty 
years or more. Just go over, 
while I wait; tell them you are 
going to overdraw your account, 
that the check may not be used, 
but if it is you will come in and 
arrange with them to make it 
good.” He did this, came prompt- 
ly back, and gave me the check. 
Whereupon I went again to 
Bates, then doing business on the 
other corner of Beekman street 
and Park Row, not a hundred feet 
away, and asked him to sign the 
receipt, made in the form he had 
agreed to; promising either to 
bring the money or return his re- 
ceipt, and have done with the 
matter. This he did, but I did not 
give him the check until I had 
gone again to Pettengill, submitted 
the receipt for his approval, and 
received the same. I then went 
back to Bates and gave him the 
check, which he received rather 
grimly; for he was a bit impa- 
tient about the whole transaction. 

A little later Mr. Pettengill 
sent me an appreciative letter, and 
a framed _ engraving, both of 
which I have to-day and value 
very much. A few months later 
Mr. Bates sent me the hand- 
somest and most symmetrical set 
of the antlers of the Black-Tailed 
Deer that I have ever seen any- 
where, but he wrote me no note 
of thanks, and it was not till some 
years afterwards that he said to 
me one day that he really did 
send those deer horns as an 
acknowledgment of my services 


as arbitrator. In after years the 
two old partners became wholly 
reconciled, and, when finally Mr. 
Pettengill retired from business, 
it was to Mr. Bates that he 
turned over such customers as he 
could influence and all that in- 
tangible thing known as good will, 
that is often of very great value. 
Mr. Bates, in this way, became 
successor to the firm in which he 
had been a partner through many 
of the best years of his life. 

I have gotten a long way from 
the convention at Penn Yan, Its 
outcome was so satisfactory, that 
when, next year, another was an- 
nounced, to be held at Watkins 
on Seneca Lake, I determined 
to go once more. Here the ad- 
vertising agents were dealt with 
more mildly, and I made many 
acquaintances among the publish- 
ers, and some friends who remain- 
ed such for years and years. I 
am speaking of the year 1868. 
Now and then I read the name of 
some one of those whom [ met 
at Watkins, or see their faces, or 
portraits; and, although I am 
sorry to note that the hair is 
whitened, or departed; I do not 
fail to recall features that I 
learned to know, and indications 
of character that I learned to 
recognize and respect more than 
a generation ago. Among them I 
like to recall Mr. A. C. Kessinger 
of the Rome Sentinel and Mr. A. 
O. Bunnell of the Dansville Ad- 
vertiser. I could go on and spe- 
cify perhaps a dozen others, but 
most have passed on to that land 
where it is supposed that all 
things will be known and where, 
consequently, there will be no 
need for advertising or mnews- 
papers. 

There was one circumstance 
that occurred, while at Watkins, 
that goes to show how carefully 
every one should avoid even the 
appearance of evil. It so happened 
that for that particular year I, 
like Rip Van Winkle, had sworn 
off. I neither drank nor smoked, 
but one evening at Watkins was 
made memorable by a delightful 
reception given by the citizens, to 
the publishers attending the con- 
vention, at the house of Mr. L. M, 
Gano, the President of the Asso- 
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ciation and publisher of the 
Watkins Express. It seemed that 
a firm of wine growers, having 
vineyards there, had sent down an 
unreasonably generous number of 
cases of an American champagne, 
of their production. The foaming 
fluid flowed as freely as appolin- 
aris was said to do at Mr, Wana- 
maker’s receptions when he was 
in Mr. Harrison’s Cabinet, and I 
was constantly urged to join this 
one and that one in a toast. Be- 
coming tired of excuses, I ven- 
tured to remove some dried 
grasses from a sort of celery- 
glass-fashioned-vase that stood on 
the mantel, and had the thing, 
which held nearly a quart, filled 
up with wine, to the very edge of 
its scalloped brim; after which I 
walked about, and made a pre- 
tence of quaffing with every one 
who hazarded a suggestion to that 
effect. I did not taste a drop of 
wine that night, but not for 
twenty years did I cease to come 
now and then across someone, 
who had been present on the oc- 
casion at Watkins, and to be con- 
gratulated upon my _ apparently 
healthy appearance, and to listen 
to the suggestion that the speaker 
had then had some anxiety about 
me on account of what he saw 
of my habits and condition as 
exhibited at Mr. Gano’s reception. 
——— -~+- +> 


IT PAYS TO ADVERTISE, 


Mr. Booth Tarkington of Indiana is 
the best advertised author in this coun- 
try. Everybody knows Booth Tarking- 
ton, while only a small percentage of the 
people know the titles of his stories. The 
cause is not far to seek. Mr. Tarking- 
ton has made it his business to get 
his name into the newspapers as often 
as rossible. Everything he has done 
since he vecame an author has_ been 
duly chronicled. He has not shrunk 
from publicity. If he put on a new 
suit of clothes the fact was recorded in 
the literary society columns; if he bought 
a vacant lot special dispatches describ- 
ing Booth Tarkington’s operations as a 
real estate speculator were sent out; 
if he talked of entering politics the 
fact was telegraphed all over the coun- 
try, and if he opened a doughnut fac- 
tory his re was published every- 
where and columns were written about 
his business and literary enterprises. 
Thus the name of Booth Tarkington has 
become a household word, and now it 
is announced that he is engaged to be 
married to the most beautiful, the most 
accomplished, the most fashionable, the 
richest girl in Indianapolis. —Chicago 
Record-Herald, 





THE 
GREATEST 
GAIN IN 
CHICAGO. 


In the month of snd a, 5, display ad- 
vertiaing in ‘RHE RECORD- 
HERALD showed a e., over 1904 of 


198 Columns and 169 Lines, 


4 far the greatest gain shown by any 

icago morning paper. The Chicago 
Daily News said on January 20, 1905, 
following a detailed report of its own 
circulation : 

“ With the single compton of The Chicago 

Record-Herald. no other Chicago newspaper 

makes a complete detailed publication of 

the actual sales of all its editions. 





Circulation of THE CHICAGO RECORD- 
HERALD for January, February, 
March and April, 1905: 


Daily Average, 148,928 
Sunday Average, 203,501 


Careful advertisers want facts not claims. 
They get the facts from THE RECORD 
HERALD. 














A Testimonial from lowa’s 
Largest Store for lowa’s 
Greatest Newspaper, 


Che 


Des Moines 
Capital 


YOUNKER BROS., Ine 
Dry Goods. Carpets, C doabe, Ete., 
Des Moines, lowa. ril 28. 1905 
Ap 5 . 
Lafayette Young, Editor Capital, 
Des oines, Iowa: 

DEAR §mR:--The Capital is so newsy, 
thorough and reliable that the masses just 
have to read it. Your wonderful circulation 
was attained on merit, and asan advertising 
medium it justifies the thousands of dollars 
I annually expend in its columns. The 
Capital is a business getter. 

ours — i‘. ctfully, 
RUESDELL. 
Aav. mie Foner Bros., Inc. 


Circulation exceeds 39,000. 


ERN OFFICES: 
166 World Building, New York. 
Washington Street, Chicago. 


Publisher, LAFAYETTE YOUNG. 
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A BIG OUTLET FOR ADVER- 
TISED SHOES. 


HOW THE SPECIALTY ADVERTISED 
SHOE HAS FAILED TO MEET CON- 
DITIONS OF THE DEPARTMENT 
STORE, THE GREATEST RETAIL OUT- 
LET—AN OPPORTUNITY FOR SOME 
COMPARATIVELY UNKNOWN SHOE 
MANUFACTURER TO ACQUIRE A 
GREAT TRADE—PRINCIPLES OF AD- 
VERTISING AND MERCHANDISING 
THAT WOULD APPLY TO OTHER 
COM MODITIES, 








Shoes are excellent merchan- 
dise from the retailer’s stand- 
point. That is, they carry a wide 
margin of profit, are staple all the 
year round, and a novelty besides, 
with several distinct seasons when 
the public buys. The average man 
wears more different kinds of 
shoes for different occasions and 
service than he wears different 
kinds of hats, while the average 
woman has a pair of shoes for 
every gown. There is also an ele- 
ment of stability in a well-estab- 
lished retail shoe trade not found 
in any other line of clothing. For 
no other article of clothing gives 
so much discomfort as the shoe 
when it is wrong, nor any so much 
comfort when it is right. A few 
persons there are who can slip 
on any new shoe and immediately 
break it in, but to millions of 
others the purchase of a new pair 
means uncertainty and _ torture. 
Therefore a good shoe trade is 
stable because the same people 
come back. Only one general 
area of low pressure can effect 
the retail shoe trade. That is con- 
tinued fine weather. The shoe 
merchant never complains of 
a slushy winter or a wet summer, 
for a month of clear skies means 
dull business for him, while two 
or three days of heavy showers 
or soggy snow clear out his stock. 

This is the merchandising situa- 
tion in the shoe trade from the 
retailer’s standpoint. It has de- 
cided elements of interest. 

The advertising situation in the 
shoe trade is even more interest- 
ing from both the retail and man- 
ufacturing viewpoints. 

Just upon general appearances 
one would say that the field of 
shoe advertising is pretty well 
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covered and that the advertising 
seems above the average of effec- 
tiveness. Yet W. J. F. Dailey, of 
the Woodbury Limited Agency, 
New York City, analyzes the 
shoe situation in a way that sets 
one thinking. Mr. Dailey was for 
many years advertising manager 
of Carson, Pirie, Scott & Co., 
Chicago, and has a knowledge of 
merchandise that is really re- 
markable. His views upon such 
matters as this shoe proposition 
show up both advertising and 
merchandising in striking high 
lights. 

He admits the effectiveness of 
shoe advertising as it stands— 
Regal, Douglas, Sorosis, Crossett, 
Crawford, Ralston, Dorothy Dodd 
and all the rest. But this adver- 
tising through a singular circum- 
stance, has practically barred the 
advertised shoe out of department 
stores, the greatest outlet for the 
manufacturer of every commodity 
meant for wear. To-day such a 
store as Wanamaker’s has nu- 
merous articles that it freely ad- 
vertises under the manufacturer’s 
name—the Ford Automobile, the 
Truscott Motor Boat, the Angelus 


Piano Player, the Knabe Piano, 
the Lillian Corset and many 
others. Every important depart- 


ment store in New York, Chicago, 
Philadelphia and other cities has 
similar articles that are pushed, 
all advertising for them helping 
the manufacturer. But in neither 
New York or Chicago is any 
widely advertised shoe found on 
sale to any notable extent in a de- 
partment store, and in no instance 
where stores handle the well- 
known makes are they promoted 
freely in the store’s advertising. 
Department stores sell anonymous 
shoes, tearing out the manufac- 
turer’s label when he is courag- 
eous enough to put it onto his 
product. 

Why? 

Because virtually every widely 
advertised shoe is exploited at a 
fixed price for all sizes, styles and 
leathers, and when the manufac- 
turer sells to the retailer it is 
upon condition that this fixed 
price be maintained. 

Now, the department store ex- 
ists by the rapidity with which it 




















turns stock. When, at the end of 
a season, trade in a certain line 
of goods has not been up to an- 
ticipation, that line of goods is 
never carried over, but sacrificed 
in price and cleared out at a spe- 
cial sale. Even where goods are 
sold below cost the store makes 
money by the great law of aver- 
ages upon which its year’s busi- 
ness is based. Shoes are subject 
to stagnation like any other good 
commodity. Styles change or 
sales are poor during a certain 
season. At the end of autumn it 
is known that the tan shoe will be 
dead merchandise next summer. 
The department store has a large 
stock of tan shoes, and they must 
be relentlessly swept away into 
consumers’ hands by low prices 
and bargain advertising. Here is 
where the advertised shoe pinches. 
Manufacturers will not consent to 
reductions for fear that the good 
name of their commodity will be 
injured, and as a result the ad- 
vertised shoe is avoided. It does 
not fit into the department store’s 
method of doing business... Much 
as the stores would like to profit 
by the manufacturer's liberal 
publicity, they dare not handle 
his product. This condition has 
driven the advertised shoe into 
the specialty store, controlled 
usually by the manufacturer, as 
are the Regal and Douglas stores. 

Another factor in the fixed- 
price shoe works against its sale 
in department stores, Every man- 
ufacturer of a widely advertised 
shoe makes it up in all leathers 
and all sizes at the one price. 
Some of these sizes and leathers 
naturally cost him more to make 
than others, so that the purchaser 
of calf shoes for example, really 
helps make up a margin of profit 
on the shoes of the man who pre- 
fers patent leather. Department 
store patrons are seventy-five per 
cent women, and they know values 
more intimately and surely than 
the patrons of specialty shoe 
stores. The margin of profit on a 
calf shoe to sell at $3.50 may be 
a dollar, but that on a $3.50 pat- 
ent leather shoe is likely to he 
only ten cents. The blasé bargain 
hunter who shops at the depart- 
ment store is there by a sort of 
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law of the survival of the fittest. 
With a slender weekly wage upon 
which she must support a family, 
she lets no opportunity go by to 
get all that may be purchased for 
her money. Patent leather shoes 
at $3.50 look good to her in the 


department store, but not calf 
shoes at that price. A law of av- 
erages balances the specialty 


store’s yearly sales at the fixed 
price, but in the department store 
this law is inoperative. It con- 
spicuously and persistently refuses 
to balance. So the department 
store sells anonymous shoes, 

Mr. Dailey, like Lawson, has a 
remedy, 

Price is, of course, one of the 
features of present shoe advertis- 
ing that can least be dispensed 
with. To hide the price would be 
folly. Mr. Dailey proposes a 
range of prices that would provide 
an even profit on each style of 
shoe or leather. The fixed price 
doesn’t equalize profit on a large 
line of shoes, and women know 
it; they are too wise in buying to 
purchase all kinds of shoes at a 
fixed price, leaving that for Mere 
Man, who is the chief patron of 
the specialty shoe stores. To 
meet the clearing sale difficulty 
the manufacturer of shoes adver- 
tised at a range price must permit 
the department store to cut prices 
several time a year. ‘Lhe cutting 
of prices by a department never 
hurts the advertised article, but 
simply brings protests from 
smaller retailers. With a com- 
modity staple all the year round, 
like Sapolio, the manufacturer is 
justified in protecting his retail 
price. But with a perishable com- 
modity like shoes he must - let 
down the bars at certain seasons. 
Even the small shoe dealer would 
be glad of a chance to cut on stale 
stock. The introduction of ad- 
vertised shoes to new wearers 
and the newspaper publicity given 
them by bargain sales is beneficial, 
not harmful. 

The advertising of a shoe that 
a department store could sell to 
women would take up technical- 
ities of the shoe trade that have 
never been explained to the pub- 
lic. With all the shoe advertising 
to date, no manufacturer has ex- 




















plained what a hand-sewed shoe 
is, or a welt shoe, or a turned 
sole shoe. The public does not 
know why a machine sewed shoe 
is often worthless. These trade 
terms are of the utmost import- 
ance to everybody who wears 
shoes, for they indicate the 
strength of the shoe. Not long 
ago the buyer in a big Chicago 
store sent word through the vari- 
ous departments that he wanted 
saleswomen to purchase a certain 
shoe just put into stock next 
time they needed shoes and give 
it a thorough trial. A dozen 
women went up and bought shoes 
within a week. In less than two 
weeks these salespeople were 
complaining to the buyer, ex- 
hibiting shoes that had stood up 
very poorly under the hard ser- 
vice required by a woman who is 
standing on her feet half the day. 
The fault was not with the shoe, 
however, but with the salesman, 
who had given each of these pur- 
chasers a turned sole shoe, in- 
tended only for light service— 
not for heavy persons or heavy 
wear. The height of a heel on 
a woman’s shoe will determine its 
length of life, for the higher it is 
the more of her weight is thrown 
upon the toe and instep, and the 
sturdier these parts must be. 
Every variety of leather has its 
uses, and when the details of 
construction have been covered— 
it would take several years of ad- 
vertising to deal with them all— 
the question of style comes up. 
There are certain shoes for cer- 
tain occasions, both for men and 
women, and the great attention 
paid to niceties of dress to-day 
would make this an advertising 
theme of wide interest. 

It is on these lines that Mr. 
Dailey proposes a new kind of ed- 
ucational shoe advertising through 
magazines, creating a demand 
among women that no department 
store could ignore. The range 
price and relaxing of the price re- 
striction would remove the great 
barrier that now keeps advertised 
shoes outside the pale. 

Advertising in magazines to 
send people to department stores 
brings up one problem that has 
bothered manufacturers in other 
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lines. How is the woman in the 
country who writes asking where 
she may buy the goods, to be 
taken care of? Advertising man- 
ufacturers, who use magazines, 
dread this rural inquirer. They 
cannot sell to her direct through 
a mail-order department for fear 
of incurring the retailer’s dis- 
pleasure, and no dealer in her 
neighborhood can be induced to 
take up the line on such isolated 
demand. Mr. Dailey’s remedy 
for this is the establishment of a 


mail-order department through 
which the manufacturer would 
sell direct to every person he 


could not send to a convenient re- 
tail store. Retailers would object 
most vigorously over every pair 
of shoes sold thus, but the manu- 
facturer must take the initiative 
in this problem and work out his 
own salvation. With advertising 
of the right character his com- 
modity could not be ignored by 
the retailer, let him violate trade 
lines even more flagrantly. The 
sales made through a mail order 
department would be a most price- 
less form of advertising, helping 
both the manufacturer and the 
retail trade. The silent majority 
of the retail trade doesn’t worry 
about these direct sales where 
their own sales of the commodity 
are large. It is the isolated kicker 
who scares the manufacturer 
away from his own mail order 
department, and the manufacturer 
mustn’t let him do it any longer. 

Another advantage coming to 
the manufacturer advertising a 
trademarked shoe along these 
lines would be freedom from 
bondage to his own road 
salesmen. To-day millions of 
dollars’ worth of anonymous 
merchandise sold to department 
stores is sold by favor of the 
drummer, and the manufacturer 
is his slave. George L. Dyer in- 
augurated a new era in the cloth- 
ing trade when, ten years ago, he 
made it possible for Hart, Schaff- 
ner & Marx, of Chicago, to lay 
down the rule that all mail on 
business matters should come ad- 
dressed to the firm—not to indi- 
vidual drummers. In dozens of 
other lines the mail comes to in- 
dividual drummers still, and the 














seceding of a drummer to a rival 
firm means the loss of his trade. 
No drummer could ever carry 
away trademarked trade. 

The direct-ta-consumer argu- 
ments now employed in advertis- 
ing shoes, with their elimination 
of middlemen’s profits on paper, 
have a strong appeal to men, but 
not to women. The latter pur- 
chase at the department stores, 
the greatest outlet for merchan- 
dise, and know values absolutely. 
They know, according to Mr. 
Dailey, that the middleman and 
his profit are mere bugaboos of 
advertising—that in actual trade 
they have practically disappeared. 
The department store is so organ- 
ized to-day that it can outsell any 
other retailer, That it does so 
is shown by _ its tremendous 
growth. A furrier, for example, 
maintaining an expensive store 
for furs alone, has only a season 
of six months. During the re- 
mainder of the year he must pay 
rent on his salesrooms and keep 
some of his salespeople on salary. 
The department store turns nine- 
tenths of its fur department into 
a shirtwaist department every 
summer, saving this rent. Its 
salespeople are ordered from de- 
partment to department, not only 
according to the season, but from 
day to day and even hour to hour. 
The moment a fur salesman en- 
ters the shirtwaist department he 
becomes a charge on the latter, 
while the fur buyer is relieved of 
a heavy expense that’ the specialty 
store must continue carrying. The 
department store, in consequence, 
can employ better salespeople, and 
this flexibility of its organization 
gives it an advantage after all the 


middleman’s profits have been 
eliminated. Consumers know 
this. 


The manufacturer goes beyond 
the bounds of his trade knowledge 
when he endeavors to set limita- 
tions upon the retailer of his 
goods. The latter alone knows 
the consumer intimately and is 
alone fitted to deal with the 
emergencies of weather, changing 
fashions and demand as_ they 
arise. A manufacturer of shoes, 
advertising them widely and sell- 
ing through department stores, 


PRINTERS’ INK, 





13 


has the benefit of the keenest re- 
tail judgment in selling his goods, 
When he sells through such firms 
as Marshall Field & Company 
or the Simpson Crawford Com- 
pany he is in the hands of people 
who will, more than any other, 
conduct his merchandising in a 
way to maintain the integrity of 
his product and build up its future 
on sound lines, The whole con- 
duct of their immense stores is 
centered on this point, and they 
know the art of building per- 
manent trade to a hair’s breadth. 
Jas. H. Co Lins, 





“THE PROPER METHOD.” 
New York, May 4, 1905. 
Editor of Printers’ INK: 

Referring to the second paragraph 
on page 11 of Printers’ Ink of April 
26th, it sems to me that the proper 
method to adopt in your monthly sta- 
tistical table, in which you give the 
volume of advertising in the various 
periodicals, is to count. the paid adver- 
tisements only—that is to omit the 
“House advertisements” altogether. At 
least, the information given in this 
way would be vastly more valuable to 
all concerned. A number of the maga- 
zine publishers are also publishers of 
books, which they advertise in a large 
way in their own publications, some- 
times using as many as 30 pages in a 
single issue; and while there is no 
question that the space is valuable to 
them, it should not, on account of the 
undue precedence it gives in volume 
of advertising, be counted in a com- 
parative table such as you publish. 

I may add that Leslie’s Magazine is 
entitled to the asterisk prefix such as 
you use in connection with some of 
the other magazines, 

Yours very truly, 
“Lestie’s MontHLy MAGAZzINeg,” 
Robert Cade Wilson, 
Advertising Manager. 
> —-— 





A SLIP accompanying samples of 
three color printing from the print shop 
of Good ousekeeping explains the 


process of making color negatives di- 
rectly from the object to be repro- 
duced. It also states that ‘“‘al) the 
colors of nature, not to mention the 
rainbow, can be approximated,” which 
suggests the query: Since when has the 
rainbow been outside the pale of 
nature, 





The German Weekly 


of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 152,062. Rate 35c. 
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(A Roll of Honor } 


(THIRD YEAR.) 


No amount of money can buy a piace in this list fora paper not having the 
requisite qualification, 








Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, nave submitted for 
that edition of the Directory a detailed circulation statement. duly signed and dated, 
also from publishers who for some reason failed,to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above- 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL OF Honor of the last named character are marked with an (+) 


These are generally regarded the publishers wno believe that an advertiser has a right 
to know wnat he pays his hard casn for. 





Announcements under this classification, if entitled as above. cost 20 cents per 
line under a YEARLY contract. $2U.80 for a full year, 10 percent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase cf circulation 
ean be made, provided the publisher senas a statement in detail. properly signed and 
dated, covering the additional period, in accordance with the rules of the American News 





paper Directory. 


ALABAMA. 
Athens. Limestone Democrat. weekly. R. H. 
Walker, pub, Actual averaye Jor 1904, 1,011. 


ARIZONA. 
Phoenix. Republican. Daily average for 1904 
6,889. Ch.s. T. Logan Special Agency, N. Y. 


ARKANSAS. 

Fort Smith, Times, daily. In 1903 no issue 
less than 2,750. Actual averaye for October, 
November and December, 1904, 8,646, 

Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. «actual averuge 1903, 10,000, 


CALIFORNIA. 


Mountain View, Signs of the Times. 
weekly average for 1904, 27,108. 


Actuai 


San Franetiseo, Call, i’y and S’y. J.D. Spreck 
els. Actual daily average for year ending Dec., 
194, 62,282; Sunday, 87,947. 


COLORADO. 


Denver. Clay's Review ; weekly ; Perry A. Clay. 
Actual average for 1904, 10,926 (+). 

Denver, Post, daily. Post Printing and Pub 
lisning Co. Average for 1904, 44,572. Averuge 
Sor April, 1905, 46,852. Gain, 2,275. 

&@™~ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 


oh te American Newspaper Direct- 
TEED ory, who will pay one hun- 


dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 


Meriden. Morning Record and Republican. 
daily average for 1904, 7.559, 


New Haven, Evening Register, daily. Actual 
av. for 194, 18,618; Sunday, 11,107, 

New London. Day, ev’g Arer. 190:. 5.855. 
First 3 mos, 1905, 6,055. 
Agt., N.Y. 

Norwich. Bulletin, morning. Arerage for tv. 
4,988; for 1904, 5,850; now 5,046. 

Norwalk, Evening Hour. Daily arerage year 
ending Dec., 194, 3,217 (3). 

Waterbury. Republican. dy. Arer. for 1904, 
5,770. La Coste & Marwell Spec. Agents, N. Y. 








E. Katz, spec. Ad. | 


DELAWARE. 
Wilmington, Every Evening. Average guar- 
anteed circulation for 1904, 11,460, 


Wilmington, Morning News. Only morning 
paper in Staie. Three mos. end. Dec., 1wW4, 10,074. 


DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily average for 1904. 85,502 (©©). 


GEORGIA. 


Atlanta. Journal, dy. Av. 1904,48.688, April, 
1905, 46,084, Sy. 46.674. Semi-weekly 45,867. 


Atlanta, News Actual daily average 1904, 
24.230. S.C. Beckwith. Sp Ag.,N. Y.& 


Augusta, Chronicle. Only morning '. 
194 average. duly 5.661; Sunday 2.4800" 


IDAHO. 


Bolse, Evening Capital News. Daily average 
194, B, ; average February, 1905, 4,580. 
Actual circulation March /, 195, 4,815, 


ILLINOIS. 


Cairo. Bulletin. Daiiy and Sunday average 
1904, 1,945, April, 195, 2,220. 


Daily Average 1904, 1,196, 





Cairo, Citizen. 
weekly, 1,127. 

Champaign. News. F.rst 5 mos. 1905. no issue 
of duily less than 2,800; weekly, 8,800. 


Chieago, Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Average Sor 194, 4,100 (@@) 


Chicago, Breeders’ Gazette, stock farm,week- 
ly, Sanders Pub. Co. Actual average for (903, 
67,880; 1904, 67,757. 


Chicago. Farmers Voice Actual weekly aver- 
age yeur ending December.1904, 25,052 (3). 


Ohieago. Grain Dealers Journal. s.mo. Grain 
Dealers Company. Ar. for 194, 4,926 (OO). 


Chicago, Gregg Writer. monthly. Shorthand 
) and Typewriting. Actual arerage 1904, 18,750. 


|. Chieago. National harness Review, mo. Av. 
| for 1902, 5,291. First 8 mos, 1903, 6,250. 
Chicago, Record-Herald. Arerage 194, daily 
761. Sunday 199.400. Average Jan. and 
eb., 1905, daily 148.821, Sunday 202,098. 


Kewanee, Star-Courier Av. for 1904. daily 
8,290, wy. 1,278. Daily st 5 mos, '04, 8,296. 
La Salle, Ray-Promien, Polish, weekly. 
Average 1903, 1.8305. 
Peorta, Star, evenings ana Sunday morning. 
Actual averuge for 1904, d’y 21,528, S’y 9,952. 
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INDIANA. 

hg ille, Cour bet By. f and 8. Sommer Ge.. 

ub. Act, av. 03, 12.6 Sworn av.’v4, 
Bad. Smith@ Thompen, Sp.  RepaN. z tau. 

Indianapolis, Star. Arer. net sales 1904 (all 
returns aud unsold copies deducted), 88,274 (+). 

Marion, Leader, daily. W. B. ee, pub. 
Actual average for year 1904, 5.685 

Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 1904, 2 1904, 28,815 

rea Sun-Telegram. Sworn av, 1904, dy. 

1. 





South Bend. Tribune. Sworn daily average 


1904, 6,589. Sworn average for April, 7,094. 
Terre Haute. Star. Av. net sales 1904 (all 
returusand unsold copies deducted), 21.288 (>). 


INDIAN TERRITORY. 


Ardmore. Ardmoreite, daily one are. 
Average for 1904, dy., 2,068: wy.. 8.2 


IOWA. 
Davenport. Democrat and Leader. Largest 
guar.city circu'n. Sworn aver, April, 1905, 7,880, 


Davenport. Times. Daily aver. 1904, 9.895. 
Daily aver, April,195, 10,4238, Cir.guar. end 
than all other Davenport dailies combin 


Dea Moines, Capital, daily. Lafayette se 
ublisher, Actual aver sold 194, 86,888. 
resent circulation over 89.000, 

City circulation guaranteed largest in Des 
Moines. Curries more department store adver- 
tising than all other papers combined. Carries 
more advertising in six issues a week than any 
green in seven. 

a Moines, News. daily. Actual arerage for 
sms, “42.620. B. D. Butler, N. ¥. and Chicago. 

Des Moines, Wallace s +7 wy. Est. 1879. 
Actual average for 1904, 86.511. 

Museatine, Journal. Dally av. 1904, 5.240, 
tri-weekly 8,089, daily, March, 1905, 5,452 5 

Ottumwa. Courier. Daily average for Dec- 
ember, 1904,5,192. Tri-weekly average for Dec- 

ember, 1904, 7.975. 

Sioux oe, Journal. Dy. ar. for 1904 (sworn) 
21.784 a ‘or Dec., 1904, 28,808, Records 
always open. Bah readers 'n its field than of all 
other daily papers combined. 

Sioux Olty. Tribune, Evening. Net sworn 
daily, averuge 1904, 20,678: Mar., 1905,28,702. 


KANSAS. 


eka, Western School Journal. educational 


ony Average for 1904, 7,808. 

KENTUCKY. 
Harrodsburg, Democrat. Best wy.; best sec. 
Ky.; best results to adv. Proven av. cir. 8,582. 


Leuiaville. Evening Post, dy. Kvening Post 
1o.. pubs, Actual arevage for 1903,26.964. 
Paducah. News-Democrat. Daily net av. 1903, 
2.904. Yearending Dec. 31, 1904, 8.008. 
Paduenh, The Sun. Average for February, 
1905 8,478. 





LOUISIANA. 
New Orleana. The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’04,4,815. 


MAINE. 

Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual average for 1904, 1.269,641. 

Bangor. Commercial. Average for 1904, daily 
8,991, weekly 28,887. 

Ps er, Seo a Observer. 

1904, 1,918. 

“Leviton, Pane Journal, daily. 
1904, 7,524(@0). weekly 17.4 17.430 (© ©). 

Phillips. Maine Woods and Woodsman. weekly. 

J. W. Brackett Co. Arerage for 1904, 8,180. 


Actual weekly 


Aver. for 
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MARYLAND. 


Bultimore, News, daily. Even- 
ing News Publishing Company. 
Average 194, 583,784. For 
April, 1905, 61,689. 

The absolute correctness of the 
lttest circulation rating accorded 
the NEws is guaranteed by the 
N Dt > cage of FF penne 3 —. 

ewspaper Direc who wi yone hun 
~ to the py ‘son who Tucossasull ly con- 
troverts its accuracy 


» GUA 
GUAR 
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MASSACHUSETTS. 
Boston. Globe. Average for 1904, daily, 198,+ 
705, Sunday, 298.868. Bei Us tion 


Dailu of any wo cent paper in the United States. 

100,000 more circulation than any other Sunday 
paper in New land.” Advertisements go in 
moruing and afternoon editions for one price. 


&@ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
the American Newspaper 
Directory, who will pay one 
hundred dollars to the first 

person who successfully controverts its 

accuracy. 
Perfect eopies reg for sale. 
HAS. H. a. > JR., 


May 1, 1905. 


Boaton, ag Transcript(@@)(412). Boston's 
tea tuble paper. Largest amount of week day adv. 


Boston, Post Average for 193, daily. 17¥e 
BOs; for 1904, 211.221. ston Sunda: 

average for 193, 160,421: for 1904, 17 66a: 

Largest daily circulation Sor 1904 in all New 

England, whether morning or evening, or morn- 

Second 

lana. 


ing and evening editions combine 

largest Sunday circulation in New ig) 

a “—. 20 cents per agate _ Jat, run-of- 
unday rate. 18 cents ine. The best 


3 per L 
pa sell Pac: Doan Fond in New England. 


Roaton. Traveler. Kst. 1824. Actual daily av. 
1902, 78.852. In 1903. 76.666. For 1904, aver- 
- ‘daily circulation, 31.085 comes 

keps.: Smith & Thompeon. N. and Chicago, 


North Adama, Transerivt. even. Daily aver. 
printed 1904, 5,895. Last 3 mos., 1904, 6,166. 


Sertngtela, Good od Honeoeeping, mo. pe. 


age jirst 5 mos, 1905 420. No issue 
than 200,000, All advertisements guaranteed. 
W oreester. Evening Post, daily. Worcester 
Post Co. Average for 1904, 12,617, 
Woreeater, (’Opinion eet 79 (0). 
Average 1904, 4,782. 
United States on Roll of Honor. 


MICHIGAN. 


Adrian. Telegram, dy. D).W.Grandon, Av for 
1904, 4,164, Aver. 4 months 1905, 4,506. 


Grand Rapids, Evening Press dy. Average 
1904, 44.807. Average 3 mos. 1905, 45,916, 


Grand Rapids, Herald. Average daily issue 
last oie mente of 1904, 28.661. one 9 morni: 
and only Sundc gener its fleld, Grand Ra 
( pop. 100,000) a stern Michigan ( pop. 750,000), 


Jaekaon, Press ‘and Patriot. Actual daily 
average for 1904,6,605, Av. April, 1905, 7,861. 


Kalamazoo. Evening Telegraph. Last siz 
mos. 1904, dy. 9,812. D Dec. 10,086, 8.-w. 9,611, 


Kalamazoo. Gazette. daily, yg 30.68 1, 
Dec.11,087. Largest circulut circulation by 4,60 


Saginaw. Courier Herald, daily, Sunday. 
Average 1904, 10,288; April, 1905, 11,096. 


Average for 








Saginaw. Evening News, daily. 
9904,14,816. April, 1905,15,459. 


MINNESOTA. 
i T ka Posten. 








Portiand. Evening xpress. wet ct Sor 1904 
daily 12.166, Sunday Telegram, 8.4 





Mi Ame 
swan J. Turnblad, —y 1904, 52,068. 
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SBianengelis Tribune. W. J. Murpby, pub. | 
Est Oldest Minneapolis daily. 194, 
87,929; last quarter of | 








a a av erage 


: 
3 


19h was 92,222: ‘4 71,221. Daily | 
average for April, 1905, was 92,528 
net: Sunday, 78,82 28. 


CIRCULAT’N The Evening Tribune is guar- 
anteed to have a larger_circula- 
tion than any other gee 
= ooygee + pee evening e 

he carrier-delivery - 
i daily Tribune in Minneap- | 
olis is many thousands greater 
than that of any other news- 
paper. city circulation 
by Am. Newsa- alone exceeds 40.000 daily. The 
paper Diree- Tribune is the reeognized 
tory. Want Ad paper of Minne- 
apolis. 

The Minneapolis Tribune has purehased 
from the Globe Company the entire circula- 
tion of the St. Paul Globe, daily and Sun- 
day. The latter paper retired from |busi- 
ness April 80th. his throws the Tribune 
elireulation away above the 100,000 mark. 


Minneapoila. Farmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1904, 56,814, 


Minneapolis, Farm, Stock and Home, semi- 
-monthly. Actual average 1903, 78,854. Actual | 





average 1904, 79.7 dt 
he aietine accuracy of Farm, 
Stock & Home's circulation rating 

a guaranteed. by the American 
or Directory. Circulation is 
actically confined to the farmers 
of. Minnesota, the Dakotas, Western 

isconsin and Northern Iowa. Use 

it to reach sec each section most profitably. 

Minneapolts. Journal, daily. Journal Print: 
ing Co. Aver. for 1963, 57,0893 1904, 64.888 ; 
Jiirst quarter 1905, i 67.585 ; April, 1905, 67.226. 
absolute accuracy of the 
Suareahe circulation ratings is 
guaranteed by the American News- 


GuAe paper Directory. It reaches a 
F greater number of the purchasing | 
3 bo classes and goes into more homes 


than any prper in its field. “7 


brings results. 


PRINTERS’ INK, 


St. Paul, Dispatch, dy. ae 1904, 58.086. 
January, 1905, 59.001. ST. PAUL’S LEAD- 
ING NEWSPAPER. W’y aver, 1904, 78,951. 

St. Paul, News, daily. Actual average for 
1904, 86,204. B.D. Butler, N. Y. and Chicago. 


St. Paul. Pioneer-Press. Daily average for 
| 1904 85,090, Sunday 80.484, 





&t. Paul, The Farmer, s.-mo. te, 35c. per 
line with discounts. Circulation for year endi-g 
Dec., 1904, 88,487. 


&t. Paul, Volkszeitung. Actual average 1904 
dy. 12,6385, wy. 28,687, Sonntagsblatt 28,640, 


MISSOURI. 


Clinton. Republican. W’y av. last 6 mos. 1904, 
8,840. D’y. est. Apr.,’04; av. last 6 mos.’04, 800, 

Kanaane Clty, Journal, d'y ard w’y. Average 
for 1904, daily 64,114, week y 199,890. 


Kansas City, World, daily. Actual average 
for 194, 61,478. B.D. Butler, N, Y. & Chicago. 


&t, Joxeph, News and Press. Cire. ‘st 3 mos. 
1905, 85,469. Smith & Thompson, Eust. Rep. 











R. 
Average for 1904, 
K astern office, 59 Maiden Lane. 


| &t. Louis, National Druggist. mo. Henry 
Strong, Editor and Publisher. 
| 8,080 © ©). 


&t. Louis, National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588; — 
| 1903, 106,625; average, for. 1904, 104,75 
| 
| 








&t. Louis. The Woman's Yagazine. monthly. 
Women and home. Tewis oo Co. Proven aver- 

age for 1903, 1.845.511. err proven aver- 
foster ast 12 months 1.61 4°o8 Every issue 
guaranteed to exceed 1.500. ‘ood copies—full 
count. Largest circulation of any publication 
in the world. 


MONTANA. 


Butte. American Labor Union Journal, week- 
ly. Average 19%, 20.549 general circulation. 








BOSTON POS 


BREAKING MONTH 


T’S RECORD- 





APRIL DAILY 
AVE. CIRCULATION 


2 


Gain per day over Jan., 


Gain per day over March, 1905 . . 
Gain per day over Feb, 1905 .. . 


24,532 


3,161 
6,740 
12,866 


| 





APRIL SUNDAY 
AVE. CIRCULATION 


Gain per Sunday over J 


@HFin April, 1905, Surpassed 





191,306 


Gain per Sunday over March, 1905 
Gain per Sunday over Feb., 1905 


ge The Boston Post's Circulation, Both Daily and Sunday, ag 


204 
6.136 
10,832 


an., 1905 


All Its Previous Records“ 
































PRINTERS’ INK. 


NEBRASKA. 

Lineoln, Daily Star, evening 
and Sunday morning. Actual 
daily average for 1904,15,289. 
For March, 1905, 16,862. Only 
Nebrasku paper that has the 
Guarantee Star. 


Lincoin, Deutsch-Amerikan Farmer, weekly. 
Averuge year ending January, 1905, 146,867. 


UAB + 
Onn 
TEED 





Lineoln, Freie Press, weekly. sites averege 
for year ending January, 1905, 149,281, 

Lincoln, Journal and News. Daily average 
1904, 26,388; February average 28,055. 


maha, Den Danske Pioneer, wy. Sophus F. 
Nene Pub. Co. Average for 1904, 81.628. 


Omaha, News. daily. Actual average for 1904, 
41,759. B.D. Butler, New York and Chicago. 


NEW HAMPSHIRE. 


Nashua, Telegraph, dy.and wy. Daily aver. 


6 mos, to April, ’05, 8,269, sworn, 


NEW JERSEY. 


. Oamden, Daily Courier. Est. 1876. Net aver. 
circulation for 4 mos. end, Dec, 31, 1904, 8,687, 
Jersey City. Evening Journal. Average for 
1904, 21,106. First 3 mos. 1905, 22,689. 
Newark. Evening oe ye News Pub. 
Co. Av. for March, 1905,61,40% 
Newmarket, Advertisers’ ‘canes, mo. Stanley 
Day, publisher. Average for 1904, 5,062. 
Washington, Star. wy. Sworn av. ’03, 8,759. 
rn aver. 04. 8.981. More actual subs, than 
any Jive other Warren Co, papers. 


NEW YORK. 


Albany, Times-Union. every evening. Est. 1856. 
Av, for v4,80,487 ; Jan.,Feb.,&Mar.,’05,88,594. 


Batavia, News, evening. Average 1903, 
6.487. Average 1904, 6,757. 

Buffalo, Courier, morn. Av. 1904, Sunday 79,- 
882; duily 50,940; Enquirer, even., $2,702. 

Buffalo. Evening News. Daily average 1904, 
88,457; March, 1905, 96.794, 

©atekill, Recorder, yg = Gerry, Hall, edi- 
tor. 1904 av., 8,686. . December, & 731. 


Cortland, Democrat, Fridays. Fst. 1840. Aver, 

1904, 2,296. Onl y Dem. pape paper in county. 
enna Leader, evenin: evening. Average, 1904, 
6.288. First quarter 1905, 6,428, 


Lyons. Republican, established 1821. Chas. H 
Betts, editor and prop. C Circulation 1903, 2321. 


Mount Vernon, Daily ly Argus. Average 1904, 
2,918. Westches.er County’s leading puper. 


Newburgh, News. daily. Av. for 1904, 4.722. 
3,000 more than all other Newb'gh paperscomoined. 


New York City. 

Army &Navy Journal Est. 1863. Actual weekly 
average for 52 issues, 1904, 9.871 (OQ). Only 
Military paper awarded “Gold Marks.’ 

Baker’s Review. monthly. W. kK. Gregory Co., 
publishers, Actual average for 1904, ai 900. 


iger’s magazine, family ar A Ben- 
moe Brothers, Arerage for 1904,87,025, pres- 
ent circulation, 50,000. 


Clipper, weekly (Theatrical), Frank Queen 
Pub. Co., Ltd- Aver. for 1904, 25,662 (© ©). 


Fl Comercio, mo. Spanish errant. J. Shep 
ard Clark Co. Average for 1904, 7,2 


Haberdasher, mo , est. 1881. Actual average 
1904, 7.000. Binders’ davit and Post 


receipts distributed monthly to advertisers. 








Hardware Dealers’ Magazine, monthly. 
In 1904, average issue, 17.500 (© ©). 
D. T. MALLETT, Pub., 253 Broadway. 


Leslie’s Weekly. 
1904, 69,077 (%). 


Actual aver. year end. A 
Pres. av. over 75,000 week y. 





bY is 


Leslie’s Monthly Magazine, New York. sfagrage 
circulation for the past 12 mouths, 248,946, 
Present average circuiation 800,169, 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,< 
918. Actual weekly av- 
erage for nine months 
ending April 30, 16,¢ 
262 copies. 


Music Trade Review, music trade and art week- 
ly. Average Sor 1904, 5.509. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, ete. 1904 av. cir. 6,801. 


Pocket List of Railroad Officials, qly. Railr’a 
& Transp. Av. 1903, 17.992; 1904, 19,547, 


The People’s Home Journal, 525.166 monthly, 
Good Literature, 452.888 mou thly, average cir- 
culations for 194—all to paid-in-advance sub- 
scribers. F. M. Lupton, Publisher. 

The Wall Street Journal. Dow. Jones & Co, 
publishers. Darly average 1904, 11,085. 


The World. Actual aver. for 1904, Morn,, 802,« 
885, Evening, 879. TBS. Sunday, 488, 484. 


Rochester. Case and Comment, mo. Law. Av. 
for 1904, 80,000 , 6 years’ average, $0,108, 


Sc¢heneetady, Gazette, daily, A. N. Liecty, 
Actual average for 1903, 11,628, 1904, 12,574. 


Syracuse. Evening Herald, daily. Herald Co., 
pub. Aver, 1904, daily 85.648, Sunday 89,161. 


Utiea, National Electrical Contractor, mo. 
Average for 1904, 2,625. 


Utiea, Press, daily. “tto A, Meyer, publisher, 
. 


Average for 194, 14,879. 


NORTH CAROLINA. 


ne aartotte. Observer. North Carolina's fore- 
st newspa, Actual daily —. om 6,148; 
Sunday, 5.108, semt- nd-wweek ly, 4,49 
Raleigh. Biblical Recorder, sa . Average 
1903,8.872. Average 1W4s, 9,756. 4 


NORTH DAKOTA. 


Grand Forka, derald, dy. av. for yr. end. Feb., 
05. 6.096. Will guar. 6.000 Sor yr..N. Dakota’s 
BIGGEST DAILY. La Coste & Maxwell, N.Y, Rep. 


OHIO. 


Akron. Beacon Journal. Average year ending 
March, 1905,10,107, N. Y.. 623 Temple Court. 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1904, 79,460: Sunday — 
Apr., 1905, $1,562 daily; Sunday, 72.110. 

Washington Court Mouse. ie we’ 
Record, weekly. Actual average 1904, 1,710. 

Youngstown. Vindicator. D’y av.’04,12,020, 
LaCoste & Maxwell, N.Y. & Chicago, 

Zaneaville. Signal. daily, reaches 8S. E. Ohio. 
Guarantees 5,000. erage Sor 1904, 5170, 

Zaneaville, ima tineocler Sworn average 
1905.10.855. Guaranteed double nearest com- 
petitor and 50% in excess combined competitors, 


Co. 
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OKLAHOMA. 


Guthrie. Cntenome, Farmer, weekly. Actual 
average 1904, $8,898 


Guthrie. Oklahoma State Capital, dy. and w: 
Aver. for 1904, ome} rg. weekly 27. 409. 
N. M. Sheffield, N. Y¥. and Chicago, Sp. Rep. 


OREGON. 


Portland. Oregon Daily Journal. Actual arer- 
age for*March, 20,054; actual aver age during 
1904, 15.204. 


PENNSYLVANIA. 


Oheater. limes, ev’g d'y. Average 94, 7.929. 
N. Y. office, 220 B’way. FR Northrup, Ser. 


Harrisburg, Telegraph. Dy. sworn av. Dec.’v4. 
11,726. Largest ciren. in Harrisburg guar’t’d 





Philadelphia, American Medicine. wy. Av. 
for 1902, 19.327. Av. March 1903,16,.827. 
Philadelphia, German Daily Gazette. Aver. 


circulation 1904, daily 49.088. 7, peau 87.898. 
Sworn statement. Cir. books vo: 


The Philadelphia 
BULLETIN’S 
Circulation. 


The foll wing statement shows the actual cir 
culation of THE BULLETIN for euch day in the 


Monty of April, 19%: 
SSS 











30 
Total for 25 days, 5,414,686 copies. 
NKT AVERAGE FOR APRIL, 


216,587 copies per day 


The BULLFTIN’s circulation ficures are net; all 
unsold, free and returned copies have 


damaged, 

been omittei. 

Wm. L. McLEaN, Publisber. 
PHILADELPHIA, May 4th, 1905. 


Philadelphia. Farm Journsl, monthiy. Wil- 
mer Atkinson Company, publishers. Average 
for 1904, 593.880. Printers’ Ink awarded the 
seventh sugar Bowl to Farn Journal with this 


iption 

> 4toarded June 25th, 1902, by 
. Printers’ Ink, *The Little 
“* Schootmaster in the Art of 
« Advertising, to the Farm 
* Journai After acanvass: ng 
“of merits extending over a 
lot of half a . among all 
K. Nr ibed published as the Cnited s tates, has been 
Been oe the one that best serves its purpose 
“asa an for the agricultu 
“ral population, and as an effective and economi- 
“cal medium for communicating with them 

* through ite ac advertising columns.” 


Philadelphia, Press. Daily arerage vear end- 
ing Dec. 31, 1904, 118.242 net copies sold. 


FeMateiphte. Sunday School Times, weekly. 
verage for 1904. 92.518. Send for rates to 
The Religious Press Association. Philad-ipnia. 





Philadelphia. Ibe G Grocery World. Actual 
average for 1904, 11,764, 











PRINTERS’ INK. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 
April Circulation 

The following statement shows the actual cir- 


culation of THE EVENING — for each 
day in the month of April, 1 
16 








1 155,814 

Bios nda: 17 
3 156.703 18.. 
4 156,141 1 
5. -156,054 20. 
6 160,310 21. 
Dens 158,269 2.. 
B... . «162,728 B.. 
9... Sunday 2. 
10... 162,167 2... 
eS 161,974 26. 
1%. -162,094 27. 
13 - 161,233 28 
“4 - 164,287 29. 
1b.. - 167,551 30. 


Total for 25 days 4,062,441 copies. 
NET AVERAGE FOR APRIL 


162,498 copies per day 


BARCLAY BH. WARBURTON, President. 


Ph ay Lator World, wy. Ar. 1904, 
Reaches best pa paid class of workmen rie 
samen, Evening Chron Chronicle, Official county 
organ. Daily average 194, 6,757. 
Weat Chester. Locai News. daily, 
Hodgson. Average for 1903 16,168. 


Grit. America’s Greates 


Ww. G 


Wilitameport, 





Wests. Av. first 3 mos. 1905 285.756. Smith 
& Thompson, keps., New York oa stage 
Yerk,. Dispatch, “daily. Sor 1904, 
8,974 Enters two-thiras of 3 Y rk. rk ouiee. 

RHODE {SLAND. 
Pawtueket. Evening Times. Average for 


Sour months ending April 29th, 1905, 16,804. 


Providence, Daily Journal, 17.290 (@©©). 
Sunday,20. 486 (©). Evening Bulletin 87, 886 
werage 194. Providence Journal Co.. pu 

Weaterly, fun. Geo. H. Utter, pub. Average 
904, 4,480. Ouly daily in So. Rhode Island. 


SOUTH CAROLINA. 
Charleston, Kvening Post. Actual dy. aver. 
asia 3 mouths 1905 05 A110, 110, -_ 4,458. 








2 261) Sunda 9, s 

six months of i use 6, eka for at 

t@~ The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 

person who successfully controverts its 


accuracy. 
TENNESSEE. 

Knoxville, Journal and Tribune. Actual 
daily average for year ending January 3), 1905, 
15,060 (3) ; weekly averuge for 1904, 14,518. 
t@™ The absolute correctness of the latest 

circulation statement issued 
by the Daily Journal and Tri- 
bune is guaranteed by the 
publishers of the Amer- 
ican Newspaper Directory, 
who will pay one hundred 
dollars to the first person who success- 
fully controverts its accuracy. 





























Chattanooga, Crabtree’s Weekly Press. Aver- 
age November and December, 47.044 (2). 

Knoxville. Sentinel. Av.’04,11,482. Lednear- 
est cumpetitor 11,000 in advert’ng. ‘04, 6 days vs. 7. 


eee. Commercial Appeal, daily, Sunday, 
eekly. Average 194, duily 88.965, Sunday 
47.008, weekly 86. 840, (96 4, Smith & Thomp- 


son, Representatives N. hicago. 
of tee. Banner, daily. _ yo ‘or year 1903, 
772; for 1904, 20.708. Only Nashville 
sally eligible to Roll of Honor, 
TEXAS. 
Denton. Record and Peace. Daily av. 
1904, 816. Weekly av., 2,775 he daily and 


weekly reach nearly 80 per cont « of the tax paying 
families of Denton county. ow ” 

El Paso, Herald. Dy. av. 1904, 4,211; Dec. 
1904, 4,485. Mer Vaaute ts’ canvass showed Herald 
in 80 per cent of El Paso homes, Only El Paso 
daily paper eligible to Roll of Honor. 


Paris, Advocate, dy. W.N. Furey, pub. Act- 


ual average, 1903, 1,827; 7904, 1,881. 


VERMONT. 
aa” Times, daily. F. E. Langley. Aver. 1904, 


ol 

Burlington, Daily News, evening. Actual 
daily average 1904, 6,018 ; last 6 mos., 6,625; 
last 5 mos., 7,024; last month, 7,847. 


VIRGINIA. 
Norfolk. Dispatch, daily. Circulition, 1904, 
9.400; Jan., 1905, 9,858; eb., 10,648; March, 
10,808, 


Richmond, News Leader, afternoons. Actual 
daily average 1904, 28.7% (see American News- 
paper Fn hoy ). It has uo equal in pulling 
power bei Yashington and Atlanta. 


KR tehmond, Times-Dispatch, 
a. 

Actual daily a meer end- 
ing December. 1904, 2 2. High 
price circulation with no waste 
or duplication. In ee 
of ne homes. The Sta 
pape’ 


WASHINGTON. 


Seattle, Times. Actual aver. circulation Oct. 
Nor. and Dec., 1904, 37.090 daily, 45,450 Sun- 
day. “By far iurgest da daily and Sunday in State. 

Taeoma, Ledger. Dy. av. 1904, 14,864 Sy., 
18,475: wy., 9.524. Aver. 4 mos., ending Jan. 
31, 1905, Daily, 14,696, Sunday, 19,818. 


WEST VIRGINIA. 


Parkeraburg, Sentinel, daily. R.E. Hornor, 
pub. Average for 1904, 2.820 (1054). 

w booting, News. Daily paid circewn 9.707%, 
Senden pet ‘circwn 10,829. For 12 months up 
to April 1, 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined, 


WISCONSIN. 


Milwaukee. Evening Wisconsin, ey Av.1904, 
26.201; April, 1905, 27.17% ( (©6). 


Milwaukee. Journal, daily. Journal Co., pub. 
Yr., end. Dec., 1904,87,170 Mar., 1905, 88,818. 


Oahkoah, Northwestern. daily. Average for 


UA 
CAN 
TEED 





PRINTERS’ INK. 
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Wisconsin Agriculiurtet eee a 
b. e only 


Wisdonahe paper whose circula- 
tion 1s guaranteed by the Amer- 
ican Newspaper Directory. Actual 
average , for 1903.88,1813 for 1904, 
88,960. N. Y. Office, Tem 

. VW. C. Richardson, me 


WYOMING. 
Cheyenne, Tribune. Actual daily average for 
1904, 8,986. 


Rock Springs, Independent. Weekly average 
Sor 193, 1,055. First eight months 1904, 1,58: 


BRITISH COLUMBIA. 


Vancouver, Province. daily, W.C. Nichol, 
publisher. Average for 1904,27,426; average for 
April, 1995, 8,669. 

Victoria, Colonist, daily. Colonist P.& P 
Co. Aver. for 1903, 8. 695; for 1904, 4,856 (fk) 


MANITOBA. CAN. 


Winnipeg, Der Nordvwesten, Western Canada’s 
German newspaper, covers the German speak- 
ing population of over 150,000—its exclusive field. 
Average for 1904,11,892 ; average for 12 months 
ending April 30, 1905, 12.224, 

Winnipeg, Free Press, daily and weekly. Av- 
erage for 1904, daily, oom weekly, 15,801. 
Daily, April, 1905, 29,11 


NEW BRUNSWICK, CAN. 


St. John. Star. Actual -, average Sor 
October, November, December. 1904, 6,091. 


NOVA SCOTIA, CAN. 


Walifax, Herald (© ©) and ame Mail, 
Circulation, 1904, 15,688. Flat r 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthly. Average for 194, 6,000. 





Toronto, Evening _ Telegram. Daily, aver. 
1904, 81,884. Perry Lukens, Jr., N.Y. opr. 
Toronto. Star, daily. Sworn average cir- 


culation for March 195,89,021, Largest cir- 
culation of any evening paper published in 


Ontario. 

Toronto, The News. Sworn arerage daily cir- 
culation for April, 1905,88.95%. Advertising 
rate hg en run of paper. The largest cir- 
—" of any evening paper published in On- 
ario. 


QUEBEC. — 
Montreal, Herald, daily. 1808. 
aver. daily 1904, 23.850; pW og 18, 886. 


“Montreal. Journal of Agriculture and Horti- 
culture. Semi-montbly. Average 1904, 61,427. 


Montreal. La Presse. La Presse Pub. Co., 
Ltd., publishers. Actual average 1904. daily, 
$0,259; Av. Mar., 05, 95.826. Sat. 118.899. 


Montreal. Le Canada. Actual average 1904~ 
daily, 19,287; weekly. 18.7572. 


Montreal, Star,.dvy.&wy. Graham &Co. Av. 
for 103, dy. 55,127. wy. 122,269, Av. for 1904, 


Actual 





~ 1904, 4281. December, 1904, 7,426. 








dy. 56,795, wy. 125, 2 240, 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18 72 spot cash, if paid wholly in advance. 





CALIFORNIA. 
Tes E TIMEs prints more “Want” and otherclas- 
=— advertisements than the other five 
newspapers in los Angeles combined. It is the 
mediam for the exchange of commercial intelli- 
gence throughout the whole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION; 
minimum charge 2 cents. Sworn daily average 
for year 1904, 37.702 copies. Sunday circulation 
regularly exceeds 61.000 copies. 


COLORADO. 
r= Denver Post, Sunday edition, May 7. 
199, contained 7,084 different classified ads. 
a total of 136 columns. ‘The Post is the big 
Want medium of the Rocky Mountain region. 
The rate for Want adverusing in the Post _is 5c. 
per line each insertion, seven words to the line. 


CONNECTICUT. 
N EKIDEN, Conn., RECORD covers fleld of 50,000 
popu ulation ; ; working people are skilled 
mechanics. i 
five cents a word a week. 


Classified rate, genta word a day, 
etc., half cent a word aday. 


“Agents Wanted, 33 
DELAW ARE. 
; Delaware the only daily paper that 
antees circulation is ‘‘ Every Evening.” 
carries more classified advertising — all the 
other Wilmington papers combined 


DISTRICT OF COLUMBIA, 
J hg pec Ev. — and SunpDAY Star, Washington, 
), carries DOUBLE the number of 
Rate ic. a word 


as 


WANT Ps, of any other paper. 


ILLINOIS. 
EORIA (Ill) JoURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


Yigg CRICASO DAILY NEWS is the city’s 
t-ad” directory and one of the great- 
est “wantad” alae of the country. It has 
no Sunday issue, but is — every evening 
— Sundays and ho! — During the year 
he paper was issued 3 many during i 

1 





time it 
vertising, consisting of Son tas individual adver- 
Aisements; of this number, 201,666 were transmit- 
ted to the DaiLty News office by telephone. 
Eleven telephones are used exclusively for the 
reception of such ads from nearly drug-store 
agencies and from thousands of individual cus- 
tomers ee Chicago and its adjoining 
territory. These advertisements are, for the 
convenience of the readers, carefully classified 
under 199, different classification headings. No 
free “want-ads” are published. The DaILy NEws 
rigidly excludes all objectionable advertising. 
The value of the classified columns of the DaILy 
News to the advertisers is shown 2 loa very 
rapid growth of this kind of —— 


over 1903, or an average of a column a day. 
“Nearly everybody who reads the English lan- 
age in, around or about Chicago reads the 
AILY NEWS,” says the Post-office Review. 


INDIANA. 


'P.HE Terre Haute STAR carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word, 


me Entieneneie News durin ng the year 1904 

125,207 more classified advertise- 

ments | ao all other dailies of |ndianapolis 

combined, printing a total of 273,730 separate 
paid Want ads during that — 


FP. HE Star League, 

STAR, Muncie STAR and Terre Haute STAR; 
general offices, Indianapolis. Rate in each, one 
—e word; combined rate, two cents per 
wo 


of Indi Nn 





fie Indianapolis STAR is the Want ad medium 
of Indianapolis. t printed during the 
year of 1904 591.313 lines of Wantads. Durin 
the month of December the STAR printed 17. 
lines of classified financial advertising. This is 
4.275 lines more than published by any other o 
dianapolis newspaper for the same peri 
News in December, 1904, printed 13.060 lines; the 
Sentinel 4,516 lines, and the Sun 2.630 lines. ‘The 
Indianapolis STAR accepts no classified ape 
ing free. The rate is one cent per wo! 


Ts Muncie Star is the een’ Want ad 

medium of Muncie. It prints four times as 
much classified advertising daily as all other 
Muncie dailies combined. 


HE MARION LEADER is recognized as the bes 
result getter for want ads, 


IOWA. 
NHE Des Moines CAPITAL 
est circulation in tne city of Des Moines of 
daily newspaper. It is the want ad medium 
cf owa. Rate, one centa word. By the month, 
Spe. line. It is published six evenings a week, 
day the big day. 


MAINE. 
‘J. HE EvENING Express carries more Want ads 
than all other Po: tiand dailies combined. 


MARYLAND. 
‘J. HE Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS. 
2 CENTS for 30 words, 5 days. DAILY ENTER- 
2 pris, Brockton, Mass., carries solid page 
Want ads. Circulation exceeds 10,000. 


ue BosTON EVENING TRANSCRIPT is the t 

resort guide for New Englanders. hey 
expect to find all good places listed in its adver- 
tising columns, 


NHE Boston TRAVELER publishes more Want 
advertising — any other exc!usively even- 
g paper in its field.and every advertisement 

oy paid for at the cmt lished rates. 


OSTON GLOBE, daily and Sunday, in 1904, 
carried 141,353 more “Want” ads than an, 
other Boston paper. It printed a total of 417, 
classified advertisements. and neh fim one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 


MICHIGAN. 
ae od COURIER-HERALD (daily), only Sun- 
paper; result getter; circulation in ex- 
cess of "11,000; le. word; Ke. ge. subsequent. 


MINN NNESOTA. 
‘ar HE Minneapolis JouRNAL carried over fifty-six 
per cent more Want ads during February, 
1905, fan any other Minneapolis dail No free 
Wants and no Nese lene Wants. Circulation 
1993, 57,039; 194 333; January, 1905, 67,598; Feb- 
ruary, 1905, €7,%63. 


narantees the larg- 
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HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 
been for many yeurs. It is the oldest Minne- 
apolis daily and has over 92,000 subscribers, 
which is 25,000 each day over and above any 
other Minneapolis daily, Its evening edition 
alone has a larger circulation in Minneapolis. by 
many thousands, than any other evening paper. 
it publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day), no free ads; prive covers both 
morning and evening issues. No other Min- 
eg daily ftp anywhere near the num 
ber id nied advertisements or the 
ak n Mo 
The Minneapelts Tribune has purchased 
from the Globe ©: peony the ie eircula- 
tien of the St. Paul Globe, daily and Sun- 
day. The latter paper retired from bust- 
nessa April 80th. his throws the Tribune 
circulation away above the 100,000 mark. 


r}.HE St. Pauw Dispatcs is the leading “Want” 
medium in the Northwest, read aad reiied 
pon by everybody in its city and territory; 
e paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost, 
Circulation 1904-—58.036: now 59,501. 


MISSOURI. 
'T‘.HE Joplin GLope carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum, 15c. 


MPHE Kansas City JOURNAL (every morning 
including Sunday), one of the recognized 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sundsy;7 to 10 columns 
daily. Rate, 1 cent a wo 


MONTANA, 
‘PH Anaconda STANDARD is Montana’s great 


“Want Ad” medium; Ic.a word. Average 
circulation (1904), 11,359 ; Sunday, 13,756. 








NEBRASKA, 
INCOLN JouURNAL AND NEWS, combined cir- 
culation over 27,000. Cent a word. 


7s L'ncoln Damy Stak, the best ‘Want Ad” 
me jium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 daily. lates, 1 cent 
r word. Sunday W ant ads receive extra in- 
sertion in Saturuay afternoon edition if copy is 
received in time. DAILY STAR, Lincoln Neb. 


NEW JERSEY. 
ye nAags. N. J, Freie Zertune (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month, 
LIZABETH DalILy JouRNALCcovers population 
4 of 9.000. Largestcirculation. Brings re- 
sults. Only *“* Want” medium, Cent a word. 


NEW YORK. 
\HE Post-ExPREss is the best afternoon Want 
ad-medium ip Kochester. 


LBANY EveninG JouRNAL. Vastern N. Y.’s 
best paper for Wants and classified ads. 


I AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad medium in Westchester County. 


N Bay mt the LvaDER carries largest 
e; hence pays best. BECKWITH, } PY. 


UFFALO NEWS with over 87,000 circulation, 

is the only Want Medium in "Buffalo ana the 

strongest Want Medium in the State, outside of 
New York City. 


HE Tres-Unton. of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
guarantees a circulation greater than all other 
daily papers in that city. 


pRuress’ INK, published weekly. The rec- 
ognized and jeading V Wantad medium for 
Want ad mediums. mail order articles, aavertis- 
ing novelties, printing, LL xaghpie ee circulars, 
rubber stamps, office devices. adwriting, half 


tone ing, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 


a line <7 issue flat ; six words toa line, Sample 
copies, ten cents, 


OHIO, 
N Zanesville the TIMES-RECORDER prints twice 
usmany Want Ads as all the other papers. 


HE Zanesville SIGNAL reaches 64 towns in S. E. 
Ohio, also 68 rurai routes; 4c. a word net. 


7 OUNGSTOWN VinpicaTorR—Leading “Want” 
medium, le. per word. Largest circulation 


g vale MANSFIELD NEWS publishes daily more 
Want ads than any otber 20.000 population 

er; 20 words or less 3 consecutive times 
2.3 one cent per each additional word. 


OKLAHOMA. 
HE OKLAHOMAN. Okla. City. 11,029, Publishes 
more Wants than any four Okla.competitors, 


newspa| 
or less, 


PENNSYLVANIA. 
HE Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. 


PHILADELPHIA: 
THE BULLETIN. 
Net paid daily average circulation for 
April: 


216,587 copies per day. 
Philadelphia nearly everybod 
reads *The Bulletin,’”’ iis 
(See Roll of Honor.) 


“In 


60,000 Homes 


owned by prosperous Germans in 
Philadelphia are reached daily by 


The German 
Daily Gazette 


Net average for 1904 : 
49,083 COPIES PER DAY. 


SOUTH CAROLINA. 
N\HE Cotumbia STATE (OO) carries more Want 
ads than any others. C. newspaper. 


VERMONT. 
‘(MAE Burlington DAILy News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington terr.tory. 


VIRGINIA. 

'[. HE News LEADER, published every afternoon 

except Sunday, Richmond, Va. Largest 
circulation by long odds (28,575 aver. 1 year) and 
the recognized want adver in 
Virginia. Classified advts., one cent a word per 
insertion, a in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
N°? paper of its class carries as many Want 
4 ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


ANESVILLE GAZETTE, daily and_ weekly, 

reaches 6.500 subscribers in the million dol: 

lar Wisconsin tobacco belt, the richest section 

of the Northwest. Kates; Want Ad aily. 3 

lines 3 times. 25c.; Big results 
from little talk. 











weekly, 5c. line. 


CANADA, 
HE Halifax HERALD ( ) and the Mair—Nova 
Scotia’s recognized Wan ant ad mediums. 


A PRESSE, Montreal. La Largest daily circula- 

tion in Canada wr exception. (Daily 

—_ Saturdays 105,000. Jarries more want ads 
than any French newspaper in the world. 
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put DAILY TELVGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 

Largest circulation and most up to-date paper of 

Fastern Canada, Want ads ove cent a word. 

Minimum charge 29 cents. 


f ps Toronto DaiLy Star is necessary to any 

advertiser who wants to cover the Toronto 
tield. Carries more general advertising than 
any other Toronto paper. Sworn daily average 
circulation, March, 1905, 39,021. 


PARTICULAR feature of the Toronto EVEN- 

ING TELEGRAM’s Classified advertisements 
is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments accepted. This gives the “gyre perfect 
confidence in them, and next to the large circu- 
lation is perhaps the greatest reason why they 
bring such spleudid results to the advertisers. 
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dailies combinea. 
WEEELY STAR carries more W ant advertisemeuts 
than any other weekly paper paper in Canada. 


= 


daily paper in Canada and more advertisements 
mt this nature thun are contained in all the other 
-_ 





INK, 


HE Montreal DAILY STAR carries more Want 


ail other Montreal 


advertisements than 
AMILY HERALD AND 


The F 


HE Winnipeg Free PREss carries more 
“Want” advertisements than any other 


papers published in the Canadian North- 
combined. Moreover, the FRKE PRESS car- 


ries a larger volume of general aavertising 
than any other daily paper in the Dominion. 


B ren a UMBIA 





i] . 

AF penn COLON ©O). Oldext estab- 
lished byw “4 "Tae entire Province. 
Greates di nm the C di 
Pacific tm” 





©O) GOLD MARK PAPERS@O) 





(©©) Advertisers value these ~rd 
tbe mere number of copies print 
the sign ©.— Webster’s Dictionary. 


pers more for the class and quality of their circulation than for 
Among the old chemists gold was symbolically represented by 


Out of a grand total of 23.146 publications listed in the 1905 issue of Rowell’s American Newspa- 
per Directory. one hundred and eleven are distinguished from all the others by the so-called gold 
marks (@ ©), the meaning of which is explained above 

Announcements urder this classification, from publications having the gold marks in the 


Directory, cost 20 cents per line 
$20.80 for a full year, 10 per cent 


= week, two lines (the smallest advertisement accepted) cost 
scount, or $18.72 per year spot cash, if paid wholly in advance. 





WASHTIINGTON, D.C. 
THE EVENINGSTAR (©O), Washington, D C. 
Reaches 90% of the Washington homes. 
ILLINOIS, 


TRIBUNE (© ©). Only pa 
ceiving this mark, because 


satisfactory results. 

BAKERS’ HELPER, (© ©), Chicago, only “Gold 
Mark” baking journa Oldest, a. best 
known. Subscribers in in every! State and Te: ritory, 

MASSACHUSETTS. 

BOSTON PILOT (© ©), every Saturday. Roman 
Catholic. Patrick M. Donahoe, manager. 

BOSTON EVENING TRANSCRIPT (QO), estab- 
lished 1830. The only gold inark daily in Boston. 


MICHIGAN. 
Grand Rapids. Furniture Record (QO). Only 
national paper in its field. 


r in Chicago re- 
RIBUNE ads bring 





MINNESOTA, 
| img NORTHWESTERN MILLFR 
(OO) Minnea _ Min year. Covers 
milling and rade rr AA the world. The 


only “Gold Mark” maillinge journal (OO). 


NEW YORK, 
THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 
ENGINEERING NEWS(@6©). —A technical pub- 
lication of the first rank.—Sun, Pittsfield, Muss. 
VOGUE (QO). the authority on fashions. Ten 
cents a copy; 34a year. 364 Sth Ave., New York. 
HARDWARE DlALERS' MAGAZINE, 
In 194, average issue, 17,500 (@O®). 


D. ‘1. MALLI-TT, Pub. 253 Broauway, N. Y. 


NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 

ELECTRICAL W¢ RLD AND ENGINEFR(©O), 
established 1874; covers foreign and domestic 
electrical purchasers: largest weekly circulation. 

BUFFALO COMMERCIAL (© 6). Desirable 
because it always prosuces satisfactory results, 


CENTURY MAGAZINE (© ©). There area fow 
ple in .every community who know more 
than all the others. These people read the 
CENTURY MaGAZINE. 





NEW YORK oe (© ©). daily and Sun 
day. Established 1841 conservative, clean 
and up-to-date At, whose reade's repre- 
sent inteilect and purchasing power toa high- 
grade advertiser 


THE NEW YORK TIMES (© ©), Times Square, 
“All the news that’s fit to print,” has greatly in- 
creased in advertising and Bates Wee since enter- 

ing new home. ore 100,000 copies daily 
in Metropolitan District ; a a quantity of quality. 
Great—influ- 


ONIO. 
CINCINNATL ENQUIRER (© 
ential—of world-wide fame. &.. advertising 
meaium in prosperous Middle West. Rates and 
information supplied by Beckwith, N.Y.-Chicago. 
PENNSYLVANIA. 
THE PITTSBURG DISPATCH (©©). a hom 
delivered circulation among those of ali claewse 
with money to buy. 


THE PUBLIC LEDGER @ (©O), the ONLY news- 
paper admitted into thousands of 1’ hiladelphia 
omes. “Philadelphia’s landmarks: Independ- 
ence Hall and Public I edger.” Circulation grow- 
ing faster than for 50 years; leader in Financial 
kducational, Book, Real Estate, Auction and all 
other classified advertising that counts. 


SOUTH CAROLINA. 


THE STATE (@O), Columbia, 8. C., reaches 
every purt of South (‘arolina, 


VIRGINIA. 


NORFOLK LANDMARK (© ©)the recognized 
medium in its territory for investors and buy- 
ers. Holds certiticate from the Association of 
American Advertisers of bona fide circulation, 
If you are interested, ask to see voluntary let- 
ters from advertisers who have gotten splendid 
results from LANDMARK. 





w ISCONSIN. 
THE MILWAUKEK EVENING WISCONSIN 
(OO), one of the Golden Dozen Newspapers. 


CANADA. 


THF EALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, fiat rate. 


THE TORONTO GLOBE (ce) 


2h larger age a than any other morning 

poner 0 Cone ada, U.S ; Roprenenacives, BRIGHT 

, EREE, Tribune ‘Bidg., ; Boyce Bldg. 
cago, 
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Mr. Publisher, 
Let's Work ‘Together-— 


intelligently, untiringly and with the faith in one’s 
business that achieves success. This appeal is meant 
to reach the publishers of mediums of merit and 
guality—publishers who have a story of fact and 
truth to tell to the American advertiser—publishers 
who ought to get more business for the sole reason 
that their publications possess the vital elements of 
“making good” and therefore deserve more busi- 


hess. 
* * * 


The publisher who thinks this advertisement 
applies to him, and who has faith enough to take 
some of his own medicine, and who is willing to 
spend a reasonable amount of money—is the man I 


want to hear from. 


* * * 


I will suggest a plan of promotion, an outline of 
the probable cost and a few reasons why it should 


be tried. 


Address, or call on 


CHAS. J. ZINGG, Manager, 
Printers’ Ink Publishing Co., 


10 Spruce Street (up-stairs), NEW YORK CITY, 














fo 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


Issued every Wednesday. Subscription 
price. two dollars a year, one dojlar for six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be puc down for one year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred, 


een 





ADVERTISING RATES . 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor specified position s2lected by the aver- 
tisers, if granted, douvle price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in aavance of day of publication. 

Contracts by the month, guarter or year, may 

discontinued atthe pleasure of the advertiser, 
and space used paid for pro rata. ae 

Two lines smullest advertisement taken. Six 
words make a line. : 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. ; 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 


eon 


Cuar.es J. ZINGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUGE ST. 
London Agent, F.W. Sears,50-52 Ludgate Bill,EC 


__NEW YORK, MAY 17, 1905. _ 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 














To reiterate is to keep alive. For 
line upon line, and precept upon 
precept, is the vestal flame that a 
prosperous business never suffers 
to go out. 








THE average manufacturer of 
mechanical staples or specialties 
has many inducements to adver- 
tise along modern lines. There 
must be hundreds of little devices 
and gimcracks in the mechanical 
world that have never been ade- 
quately exploited, and the manu- 
facturer who gets into the field 
first will be in a fair way to es- 
tablish a trade. 
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Nor only is an ad likely to be 
stronger, more compact and di- 
rect where it is written to a single 
theme, but as nearly every com- 
modity has from six to six dozen 
themes, it is possible to write a 
series and treat the subject from 
many standpoints, giving variety 
and freshness. 





THE average man has little time 
to investigate for himself, and he 
relies upon the advertiser to keep 
him informed. Most successful 
publicity is built upon such infor- 
mation, and when it is backed by 
integrity in dealing, the opinions 
of an advertiser become law, and 
begin to bear interest in commer- 
cial reputation. 


THE Massengale Advertising 
Agency, Atlanta, is placing in 
magazines Piedmont Furniture 
Co., French Tobacco Co., Equit- 
able Banking & Loan Co., Eagle & 
Phenix Mills, Raleigh Hosiery 
Mills, Coca-Cola Co., Burton Ma- 
chinery Co., Bingham School, 
Georgia School of Technology, 
Converse College, Aragon Coffee, 
Agnes Scott Institute, Georgia 
Military College and others. 


THE following resolution of the 
Board of Governors of the Sphinx 
Club of London was passed at a 
meeting held on March 22: 


“IT WAS RESOLVED that the 
recommendation of the Joint Com- 
mittee of inquiry on relations between 
the Sphinx Club of London and the 
New York Sphinx Club, to the effect 
that members of either Club visiting 
the city in which the other is located 
shall be entit-.ed to the privilege of 
attending dinners of that Club upon 
the same terms as its members, be 
adopted. 

“IT WAS FURTHER RESOLVED 
that the Hon. Secretary of the Sphinx 
Club of London be instructed to ad- 
vise the Secretary of the New York 
Sphinx Club of the passing of the fore- 


going resolution and at the same time 
extend the greetings of the Sphinx 
Club of London to the New York 


Sphinx Club.” 

The regular monthly dinners of 
the London Club are held on the 
first Wednesdays of each month 
except July, August and Septem- 
ber. The name and address of the 
Hon. Secretary of the Sphinx 
Club of London is H. Powell 
Rees, 35 Surrey st., Strand, 
Ww. &. 

















PHRASES epigrammatic and 
pungent are much needed for the 
billboards that are to be read as 
the trains wisk by. You scarcely 
catch more than a line of one 
legend before another comes, and 
brevity and impressiveness are 
therefore in demand. 


INsTEAD of a straggling produc- 
tion covering half a newspaper 
page, couched in vague terms and 
exploiting half a dozen separate 
articles, the up-to-date ad is a 
compact little announcement of a 
few inches, treating a definite ar- 
ticle in a definite way, and so 
cleverly put together that it can- 
not be overlooked. 








ADVERTISING for medicines is 
often gloomy or alarmative. A 
booklet from the Hentz Bitters 
Company, Philadelphia, takes the 
other tack with excellent effect. 
“Cheer Up!” is its title, and it 
talks optimistically of how well 
the patient will feel after taking 
Hentz’s Curative Bitters instead 
of how badly he feels before be- 
ginning. This booklet has been 
widely distributed in the South as 
a bit of auxiliary advertising, and 
has come in for much newspaper 
comment simply because it is cheer- 
ing and bracing. Its chief defect 
appears to be that the reader will 
need no stomach bitters after fin- 
ishing its perusal. 

“Eat California Fruit” is .a 
handsome brochure issued by the 
Southern Pacific Railway for gen- 
eral distribution. In addition to 
telling why California oranges, 
prunes, lemons, etc., are best, it 
gives recipes for the preparation 
of dainty fruit dishes and sum- 
marizes certain scientific experi- 
ments demonstrating that fruit 
juice kills germ life. There are 
chapters on raisins, peaches, — 
plums, apricots, pears, figs, olives, 
oranges, lemons and grape fruit. 
The cover is a photo of a Califor- 
nia girl with six mammoth owanges, 
weighing two pounds each and 
measuring seventeen inches in cir- 
cumference. Copies are mailed for 
a two cent stamp by the Southern 
Pacific’s information bureaus in 
Los Angeles and San Francisco. 
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Tue Boston Traveler has de- 
cided to follow the example of the 
best papers in this country and 
hereafter will not accept objec- 
tionable advertisements, 


PITTSBURG DAILIES. 
In Pittsburg each of the seven 








English dailies has furnished 
Rowell’s American Newspaper 
Directory with a_ satisfactory 


statement of circulation for 1904. 
The Directory editor has no cause 
to doubt the truth of any of them, 
and yet the Guarantee Star, em- 
bedded in the description of the 
Post, confers a unique distinction 
upon that paper—one which can 
hardly fail to carry weight among 
advertisers studying the Pittsburg 
field. The circulation of the Post 
for 1904 averaged 57,321 copies 
daily. 





A WISE LAW. 


Owing to complaints of practices, 
not absolutely square, on the part 
of some correspondence schools, 
an act “to prevent fraud by corre- 
spondence schools” was introduced 
into the General Assembly, April 
5th, by Assemblyman Allen, of 
East Greenwich. The act requires 
every correspondence school, doing 
business in this State, to file a bond 
for $25,000 with the General 
Treasurer, with securities satisfac- 
tory to him, and with conditions 
approved by the~State Board of 
Education. The passage of this 
act will give a severe blow to the 
activities of some of the corre- 
spondence schools that have been 
operating in Rhode Island. The 
fraud in their procedure is not in 
their proposition to help ambitious 
young men to acquire some spe- 
cial knowledge of the profession 
they desire to follow; that, of 
course, would be perfectly legiti- 
mate—but in their extravagant 
promises of large salaries to be 
immediately realized, after a few 
lessons on some professional sub- 
ject, that usually takes men a term 
of years to master. The young 
man, and many an older man, who 
wants to be an ad-writer, has 
usually been one of their easiest 
marks,—The Rhode Island Ad- 
vertiser, 
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Resutts from well directed ad- 
vertising are so sure that it is 
advisable to prepare for taking care 
of them even before the advertis- 
ing is written. “Follow-up” is the 
first word in publicity as well as 
the last. 





A Novet folder comes from 
Stephen T. Williams, business and 
office economist, New York Life 
Building, New York, containing 
a little talk on modern business 
systems, The first page bears simply 
the words “Are you aware, Mr. 
Smith, that——.” Each folder is 
printed with the name of the per- 
son to whom it is sent, evoking a 
new sensation in the recipient with 
very little trouble for the printer 
in changing names. 





A SMALL newspaper directory is- 
sued by the Shaw-Torrey agency, 
Grand Rapids, Mich., contains brief 
summaries of leading publications 
in various fields, as well as much 
matter pertaining to advertising in 
general. The Shaw-Torrey Co. is 
about a year old, has a capital of 
$150,000, and is said to be carrying 
more than one hundred accounts, 
among which are the Fred Macey 
Co., Fox Typewriter, Gunn Furni- 
ture Co., Grand Rapids & Indiana 
Railroad, Hammond Food Co., 
Bookkeeper Publishing Co., and 
others. 





A UNIQUE sign and mile post 
for advertising on country roads 
has been put on the market by the 
Commercial Development Co., 
Philadelphia. A square pillar bear- 
ing ads on four sides is the most 
prominent feature, and that which 
brings in the revenue. At the top 
is a sundial, fingerboards giving 
direction and distance of nearby 
towns, and a weathervane with 
points of the compass. In the post 
itself are a mail box, a thermo- 
meter and a place for weather bul- 
letins. This post can either be set 
up at crossroads or before farmers’ 
gates. It is thoroughly ingenious, 
and in the hands of capable man- 
agers the county rights sold by the 
present company ought to become 
valuable. 
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PRINTERS’ INK is the one adver- 
tising journal that is absolutely 
independent. The others have no 
standing.—American Advertiser, 





I AM a new reader of Print- 
ERS’ INK, but am free to say that 
I have enjoyed each number as 
it appears, very much, and hope 
to gain many valuable ideas from 
its columns.—Charles F. Hoerr, 
Advertising Department, First 
National Bank of Chicago, May 


4, 1905. 


THE COVER PAGES OF 
“PRINTERS’ INK.” 


The Star League of Indiana has 
renewed its contract for the front 
cover of Printers’ INK for an- 
other year, for twenty-six alter- 
nating dates with the Woman’s 
Magazine of St. Louis, which 
made a like contract for the same 
position some two weeks ago. 
These two parties have occupied 
the first page of Printers’ INK 
for three consecutive years in- 
cluding the new contracts. 

The second page of Printers’ 
INK, first inside cover, is taken for 
a year on specified dates by the 
Medical Brief, McClure’s Maga- 
zine and the Butterick Trio. It 
is open for each second issue of a 
month, and also for the fourth 
issue of Printers’ INK in May, 
August and November of the cur- 
rent year. 

The last cover page is contract- 
ed for the first issue in every 
month till forbid by Comfort of 
Augusta, Me. All other dates of 
a month are open for this position 
at present. 

The last inside cover page is 
entirely disengaged. The price 
for all cover pages is the same: 
eighty dollars for one insertion, 
less five per cent discount if check 
comes with order and copy each 
time, or less ten per cent discount 
if a yearly contract is wholly paid 
in advance. 

PRINTERS’ INK does not ask any 
reputable concern to pay in ad- 
vance, but any one wishing to ob- 
tain the benefit of the cash dis- 
counts is made to adhere to the 
conditions under which they may 
be had, 
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At the annual meeting of the 
Proprietary Association of Amer- 
ica, held at the Hotel Astor, New 
York, May 2, 3, 4, the Committee 
on Legislation reported that sev- 
eral bills inimical to the trade 
has been presented in numerous 
legislatures during the past year, 
but that no such bill has become a 
law in any State, with the excep- 
tion of North Dakota, The com- 
mittee recommended that mem- 
bers interested in, the sale of pro- 
prietary goods should, for the 
present, refrain from placing ad- 
vertising contracts with the news- 
papers of North Dakota, until it 
shall be ascertained to what ex- 
tent the law is destined to work 
hardship and injustice to the own- 
ers of trademarked articles, who 
constitute the class from which 
newspapers benefit, more than 
from any other, in the way of ad- 
vertising patronage. 





CONSIDERABLE interest attaches 
to the question, frequently rising 
in advertising transactions, as to 
whether a printer has the right to 
put his name and address on his 
work for other people. W. H. 
Garrison, of the Cheltenham 
Press, New York, defends the 
practice in the New York Press. 


He says: “Printing in this day 
is either strictly utilitarian—a 
commodity manufactured and 


delivered—or it is a more ambi- 
tious effort, such as is seen in the 
works of Morris, Updike and 
other men of like importance. It 
is conceded that a picture minus 
the name of the artist is less val- 
uable than one which carries the 
sign manual, It is also conceded 
that a story written by a famous 
author has greater value if signed 
than if it be anonymous. It is 
customary for architects to place 
their names on the tablets of their 
best work. The right, then, of 
the printer to use his imprint 
must be determined by the char- 
acter of the work which he pro- 
duces. If it be so and so many 
pounds of hastily printed stuff his 
name should not appear. If, on 
the other hand, his work is digni- 
fied by care and is really beautiful 
the use of his name lends added 
value to a work of art.” 
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THE advertiser may fail some- 
times to secure profitable returns 
from the high-class paper with a 
high rate, but no advertiser has 
yet obtained satisfactory returns 
from the low grade, the erron- 
eously termed cheap rate, paper. 
The advertiser may safely set it 
down as an axiom that the so- 
called high rate paper is the 
cheapest paper to employ and the 
so-called cheap rate paper is the 
one to be eschewed. Cheap rates 
and lack of circulation go hand in 
hand.—Manitoba Free Press. 


THE PHILADELPHIA “BUL- 
LETINS” ANNUAL _ CON- 
TRACT FOR THE ROLL OF 
HONOR. 


Last week the Philadelphia 
Evening Bulletin renewed its 
forty-three line contract in the 
Roll of Honor for another year, 
commencing with the present is- 
sue of Printers’ INK. The 
charge for the fifty-two insertions 
is $447.20. The publisher of the 
Bulletin took advantage of the ten 
per cent discount which Print- 
ERS’ INK allows when a yearly 
contract is wholly paid in advance, 
thus cutting down the total cost 
to $402.48 net cash, and when the 
check for that amount was hand- 
ed over the business manager of 
the Bulletin remarked that the 
only trouble with the Roll of 
Honor was the fact that the Little 
Schoolmaster didn’t charge 
enough for that most excellent 
service which the Roll of Honor 
renders to a newspaper entitled to 
appear therein. 

In the office of the Bulletin the 
publisher, the circulation manager 
and the business manager are 
agreed that the Roll of Honor has 
rendered their paper _a_ valuable 
and tangible service. It is the old 
story: No good publication ever 
advertised in PRINTERS’ INK sys- 
tematically without receiving 
ample returns for the investment. 
Printers’ INK has not made 
the Bulletin the successful even- 
ing paper which it is to-day, but 
Printers’ INK had its share in 
the now accomplished fact and the 
ones who know it, say so. 

Are you entitled to be repre- 
sented? 
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WuHeEN, about the middle of 
April, the St. Paul Globe an- 
nounced that it would retire from 
bisiness May Ist, .there was a de- 
mand from the different Twin 
City dailies for the purchase of 
the subscription list of the Globe. 
The paper was owned by James J. 
Hill, the railway magnate, and he 
was not particular about realizing 
on the assets of the paper, but 
finally consented to listen to the 
sale of the subscription list, which, 
on April 28th, was sold to the 
Minneapolis Tribune. The sworn 
circulation of the Daily Globe as 
reported in the American News- 
paper Directory for 1904, was 
31,541; the Sunday issue, 29,406. 
Assuming that the Minneapolis 
Tribune will hold a large portion 
of these new subscribers, it would 
seem that the latter paper’s circu- 
lation is now far above the 100,- 
ooo mark, 





A GATHERING OF THE 
FAITHFUL. 


The first annual dinner of the 
Fellowship Club of the New York 
Herald, which took place at the 
Hotel Victoria, on Monday even- 
ing, May 8, emphasized a condition 
that probably does not exist on any 
other newspaper in America, The 
event celebrated the seventieth 
anniversary of the founding of the 
Herald. The Club is composed of 
those members of the business de- 
partment of the paper who have 
been in its employ for twenty 
years. Several have been in the 
employ of the Herald for over 
forty years. The members num- 
ber thirty, as follows: 


Barnum, Mrs. C. D, Flynn, Peter H. 
Bennit, Geo. S. Hassell, A. R. 


Bennit, H. C. Hyde, A. G. 
Bligh, J. H, Jones, C. J. 
Brady, J. F. Kellett, J. W. 
Brandt, Mrs. S. J. Knight, J. L. 
Brown, C. M Lynch, Robert 


Browne, Alf. 
Campbell, John 
Clark, C. L. 
Cleverley, A. B. 
Courtenay. Alex. E. 
Cudlipp, E. F. 
Dorsett, Geo. W. 
Fleckles, L, V. 


The officers of 

President, A. G._ 
dent, M. V. Scully; 
A. B. Cleverley. 


McEwan, John H. 
McKenna, Peter 
Makenzie, H. 
Sadler, H. L. 
Scully, M. V. 
Sheridan, John E. 
Simes, R. J. 
Taylor, A. O. 


the Club are: 
Hyde; vice-presi- 
secretary-treasurer, 
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premiums, 
competition will not hold circula- 
tion unless the paper is worth the 
price at which it is sold. 


CANVASSING, 





Uncie Grorce DANIELS gave the 
California prune crop a boost, but 
now that productive State is up 
against a new proposition. Cali- 
fornia raisins are so plentiful that 
the annual output amounts to 2,700 
cars, whereas the United States 
eats less than 1,000 cars, and the 
demand is decreasing. During the 
hard times from 1891 to 1895 Am- 
ericans ate 100,000 pounds of 
raisins, domestic and imported, 
while in the five years from 1895 
to 1900 the consumption was only 
90,000 pounds, despite an increase 
in population of 10,000,000 people. 
Advertising is proposed as the 
remedy for these conditions. A. 
P. Jordan, a prominent grower of 
Fresno, has an interesting paper in 
Pacific Coast Advertising on the 
subject. He says: 

Whatever the cause for this decline, 
there lies but one remedy—continual 
systematic advertising of the ‘“‘Califor- 
nia Seeded Raisins.” Raisins in the 
raw do not lend themselves well to a 
scheme of advertising, but to my mind 
there is no better opportunity for suc- 
cessfully exploiting a food product than 
seceded raisins as processed by the Cali- 
fornia seeders. From now on no reader 
of a magazine should be able to turn its 
pages but his attention would be caught 
by attractive ads of the California 
Seeded Raisin. As an adjunct of the 
literary campaign, the distribution of 
sample cartons could be used to immense 
advantage. All this would cost money 
and lots of it, but how much better to 
spend money in this way and reap in 
return a greatly enlarged trade, than 
to unload raisins into speculators’ hands 
where thcy will beat you in the market 
for your next crop, and that without 
increasing the actual demand by one 
pound. If, as is said now, the crop of 
1903 Was 120,000,000 pounds and the 
carry-over of 1902 crop was 15,000,000 
pounds, and imports (estimated) amount- 
ed to 5,000,000 pounds, we have a total 
of 140,000,000 pounds to market for 
the year 1903-’04. Allowing for a con- 
sumption of, say, 100,000,000 pounds 
we have an apparent surplus of 40,000,- 
000 pounds, or 2,000 cars. Of the 2,700 
cars still on the coast possibly 1,000 cars 
can be sold to replenish stocks in the 
hands of retailers before next August, 
leaving 1,700 cars with no market unless 
we can make one by judicious adver- 
tising. To dump these raisins in the 
distilleries at a sacrifice of over $1,000,- 
ooo would outdo the cost of the mast 
extensive schemes of advertising about 
five times. 
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INSPECTION OF THE DA- 
KOTA 

By the courtesy of the Great 
Northern Steamship Company, 
extended through its advertising 
agents, Albert Frank & Co. a 
large number of New York news- 
paper men and other representa- 
tives of the press went to Brook- 
lyn recently to attend an inspec- 
tion of the S. S. Dakota, the mag- 
nificent new Great Northern ves- 
sel, which started on April 23 on 
her maiden voyage around Cape 
Horn to Seattle. 





ADVERTISING STOPPED A 


BANK RUN. 


The East Side branch of the 
Van Norden Trust Co., New York 
City, was recently burned out, and 
attracted a great crowd of de- 
positors, chiefly foreigners, who be- 
lieved that their money was being 
burned up. According to the 
Sun, few of them had any clear 
idea about fireproof vaults or bank 
methods. The company secured 
temporary quarters at 327 Grand 
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street while the fire was still blaz- 
ing. Shortly before daybreak 
next morning a dozen men were 
hired to go around the East Side 
with sandwich placards which 
read: “Come and get your money 
to-day at the Van Norden Trust 
Company’s temporary bank at 327 
Grand Street.” Long before the 
temporary offices opened there was 
a crowd of depositors in line in 
front of them. When these saw 
the sandwich men and the invita- 
tion to come in and draw their 
money out there was commotion. 
“They want us to draw our money 
out, hey? Then we lose all our in- 
terest. I guess the bank must be 
all right,” was the general deduc- 
tion. Bank employees went among 
the crowd and assured them the 
funds of the bank had not been 
reached by the fire. They told the 
people how, within a couple of 
years, there had been runs on two 
East Side banks, each of which 
made a lot of money by paying off 
the depositors, who lost the inter- 
est on their deposits. Before the 
doors were opened the crowd had 
melted away. 











GOOD REAL ESTATE COPY. 


FINEST TWO-FAMILY HOUSES 
IN FLATBUSH. 





ee, 





$1,000 Cash will 
secure one 
of these houses. 


Upper part rents 
for $30. 
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Price only $6,600; $1,000 Cash; Balance Easy Terms. 


These model houses are located on Winthrop Street, just east of Bedford Avenue. Ready for 


occupancy. Hardwood oo throughout. Five rooms and 


upper floors. Open 

Prospect Park and five ee Fhe f surface 
and your own rent free. r sold. 

via Flatbush Ave. trolicy. OWNER ON PRe Mi SE: 





partment 
59 left. Call and examine. __ Park 


bath on lower floors; six rooms and bath on 


ing; porcelain bathtubs. All latest coe hg ay Only two blocks from 
ad Rent of one a 


more than pays all expenses 


jw 26 minutes 


FROM THE NEW YORK “ GLOBE,” 














SELECTING TECHNICAL 
MEDIUMS. 


“The Machinery for Marketing 
Machinery” was the title of an 
address delivered before the new 
Technical Publicity Association by 
Emerson P. Harris at its first 
meeting, April 27. Mr. Harris 
dwelt upon the reiative value of 
technical papers to machinery ad- 
vertisers, and told how he thought 
that value should be estimated. He 
said, in part: 

The magnitude of the problem of 
distribution which is just drawing upon 
the minds of manufacturers, can 
scarce'y be over estimat 

The consumer still spends much time 
in inquiring what to buy and more in 
regretting that he did not buy some- 
thing else. 

For example, no matter what auto- 
mobile you choose, you wish you had 
bought some other. 

All the progress we have made in 
advertising has only served to show 
that merchandising is the crudest de- 
partment of industrial activity. Look 
in. most any direction, and waste and 
miscarriage are as conspicuous as econ- 
omy and efficiency. 

I do not think that in any other 
department of publishing the advertis- 
ing medium has risen to so high a 
degree of efficiency as it has in the 
technical fie'd, 

The keynote of the ideal technical 

or trade paper is helpfulness to its 
readers. And the greatest helpfulness 
depends upon a knowledge of the wants 
of the reader and sympathy with him 
on the part of the editor on the one 
hand, and, on the reader’s: part, con- 
fidence in the accuracy, reliability and 
truthfulness of the contents of the pa- 
er. 
7 This re'ation of confidence, knowl- 
edge and sympathy between editor and 
reader is at the very foundation of 
value. 

The reader wants what he wants and 
has not time for the transcendental 
wisdom which the editor may think he 
ought to want. The best paper is made 
in the field and not in the sanctum. 

What has this to do with the paper 
as an advertising medium? It has 
everything. The mere distribution to 
the right people may be an economical 

way of distributing cards and cata- 
logues, but the introduction which the 
right editor can give your announce- 
ments increase their value many fold. 
The mood which the editor inspires is 
carried over by the reader to the ad- 
vertising pages, 

What is the use of reaching the eye 
of the reader if behind the eye is dis- 
trust. The editor has practically can- 
celed the work of the advertiser if the 
reader has been placed on the defen- 
sive. Another point of equal import- 
ance is that the advertiser gets the at- 
tention of the reader, while he, the 
reader, is interested along the line of 
the advertisement. The editor points 
out the economic advantages of using 
improved machinery and then paves the 
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way for the advertiser to urge the 
merits of his particular machine. The 
reader reads the paper because he is 
on the lookout for improvements and 
the editor still further stimulates the 
reader’s interest. 

I am satisfied, that data is obtainable 
to prove that the papers which comply 
most nearly with these conditions are 
the most efficient aids to the marketer 
of machinery. 

After judging whether a paper so 
strikes the reader as to fertilize the 
advertising soil, and not close the buy- 
er’s pocketbook, the next question is 
who it ought to reach, whether its con- 
tents indicate that it should reach the 
people who are really influential in se- 
bt machinery, equipment and sup- 
plies. 

Circulation costs money. It costs 
much more money in the case of the 
technical papers than the circulation 
receipts begin to furnish the incentive 
for spending. Does the publisher pos- 
sess the ability and capital, and take 
his paper seriously enough to build the 
—_— which the fie.d should jus- 


we costs little to get a few subscrib- 
ers in any field, and to do business on 
these and a few sample _ copies and 
wind. Papers run on this plan can 
grant all kinds of accommodations to 
advertisers in the way of puffs, for they 
have no faith to keep nor character to 
lose with readers. 

The incentive for building circu!ation 
is very great if we consider the earning 
power from advertising or circulation 
of good quality. 

Eight New York technical papers 
which I took almost at random, have a 
paid circulation of substantially 100,000 
and an advertising patronage of ’$1,° 
500,000, which means that each yearly 
paying reader enables the publisher 
to earn from advertising $15. | This 
$15 plus the subscription price is the 
basis on which to work for circulation. 
This means that the mere subscription 
price as a basis for figuring the incen- 
tive for building circulation should cut 
practically no figure at all. 

his Association would have an im- 
mense influence for good, if it would 
not only insist upon having proof of 
circulation but, also, upon knowing how 
the circulation is obtained, 

Representations as to circulation 
would be much more helpful to the 
advertiser and more just to the pub- 
lisher if they included at least approx- 
imate figures as to the size of the field 
and the possible circulation in the field 
under consideration. I think circula- 
tion in trade fields ought to be repre- 
sented by percentage of possible cir- 
culation together with such indications 
as are practicable of the purchasing 
power of the clientele reached. 

In a field, for instance, where the 
possible circulation is 10 ,000, if a paper 
has 7,000, its circulation would be said 
to be seventy per cent. If these 7,000 
were of average buying influence, the 
paper would also reach seventy per 
cent of the purchasing power of the field. 

Great progress has been made in the 
past ten years in the development of a 
h'gher type of technical journa!, and it 
is even now proper to refer to it as 
the modern selling machine. 





















HOW THEY STAND. 


In the 1905 issue of Rowell’s 
American Newspaper Directory 
the following twenty-seven publi- 
cations devoted to advertising are 
listed as follows: 

ALABAMA. 
Birmingham—Southern Adver- 
TIBET c. .ccccccveccreceree naesweveuee 

CALIFORNIA. 
Los Angeles—Pacific Coast Adver- 
oo rere eeiee 

ILLINOIS. 
Chicago—Advertiser and Pub- 
lisher...ccccccecee eeccccccccce 
Chicago—Ad Sense........ F 
Chicago—Advertising 
a ~ ellen 


“yKL."? 


ELLY 


‘Advertis- 
ME 6s 00000s0s see ensccgccosee M 
Chicago—Class Advertising...... M 
Chicago—Judicious Advertising. .M 
Chicago—Mail Order Journal....M 
Chicago—Plain Talk............ M 
— 's Class a 

PE scion Sbied sisaieka naasiee es M 

MASSACHUSETTS. 
Boston—Profitable Advertising..M 
Boston—Profit and Retail Adver- 

USING.cccccccccsvccese asic secsee Oe 

MISSOURI. 
St. Louis—Ad Writer.........05+ M I 
N EBRASKA. 
Omaha—Western Advertiser.....M 


NEW JERSEY. 
N-ewmarket—Advertisers’ Guide..M 
NEW YORK. 
Deposit—Brains for the Retailer 
and Advertiser 

Manhattan and Bronx— 

Fourth Estate.......+ cooee..W 

National Advertiser......... WwW “URL” 

American Advertiser........ M “JKL.! 

co oo meee erie Socee 

Printers’ Ink.. ceeeesesce 


OH 10. 
Columbus~Advertising World...M 
RHODE ISLAND. 
Providence—Rhode Island Ad- 
EE ac neon ace a oesnbwraseiae® M 
WASHINGTON. 
Seattle—White’s Sayings........ M I 
WISCONSIN. 
Milwaukee —Circulation Man ‘“ 


Publishers who refrain from 
furnishing any information about 
circulation, or who furnish infor- 
mation in a form that is not spe- 
cific or authentic, are rated by 
capital letters, the meaning of 
which is made known by the key. 
These ratings represent the 
opinion of the editor of the Di- 
rectory at the time of going to 
press. 

KEY—TO LETTER RATINGS. 


Exceeding sev nty-five thousand, A. 
Exceeding forty thousand, B. 


Exceeding twenty thousand, C, 
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Exceeding seventeen thousand five 
hundred, 

Exceeding twelve thousand five hun- 
dred, E. 
‘ Exceeding seven thousand five hun- 
red, F. 

Exceeding four thousand, G. 
Exceeding twenty-two hundred and 


fifty, H. 

Exceeding one thousand, I. 

Less than one thousand, “JKL.” 

Letter ratings are given only 
to papers that will not or do not 
furnish information upon which 
an exact and definite rating in 
Arabic figures may be based, 

It will be noticed that only five 
out of the twenty-seven publica- 
tions mentioned are credited with 
a circulation rating in Arabic fig- 
ures. The figures quoted are the 
average issues for the year end’ 
ing December 31, 1904. The 
_. hahest figure rating is accorded 
to the Advertising World, a 
monthly published at Columbus, 
Ohio, and sold for 35 cents per 
year. Next comes the Mail-Order 
Journal of Chicago, followed by 
Profitable Advertising of Boston, 
both monthlies sold at one and 
two dollars a year respectively. 
Stanley Day’s Advertiser's Guide 
comes in fourth. The only weekly 
journal for advertisers making a 
detailed circulation statement as 
required by the editor of Rowell’s 
American Newspaper Directory 
is Printers’ INK. Its average 
weekly output during 1904 was 
14.918 copies, and the average out- 
put of Printers’ INK during the 








nine months ending April 30, 

1905, was 16,262 copies. 

ADVERTISING EXPRESSION IL- 
LUSTRATED. 
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THREE ONLY. 


The Atlantic Monthly, which is 
accorded the Gold Marks in the 
1905 edition of Rowell’s Ameri- 
can Newspaper Directory, may be 
regarded as typical of the class of 
publications which the Directory 
editor believes should have a place 
in the Gold Mark column, With 
the exception of Harper's Month- 
ly, the Atlantic is the oldest of 
the higher grade American maga- 
zines. It has had from the first 
most able editorial management. 
Unlike the other general maga- 
zines of the country, it has never 
contained illustrations, relying en- 
tirely upon the reading material to 
secure the attention of the reader. 

The Atlantic makes no circula- 
tion claims, even to advertisers. 
This policy was adopted in the 
early days of the magazine and 
has always been maintained, In 
Rowell’s American Newspaper 
Directory it is accorded an E ra- 
ting, which means that the average 
edition is believed to exceed 
12,500 copies. Despite this rela- 
tively small edition, the April is- 
sue of the magazine contained 
seventy-five pages of advertising, 
which compares very favorably 
with magazines of far greater cir- 
culation. 

The readers of the Atlantic 
consider an advertisement in its 
columns to be one of guaranteed 
reliability. 

The Gold Marks are also ac- 
corded to two other publications 
in the 1905 Directory for the first 
time—the Textile World Record 
of Boston and the Charlotte, N. 





C., Daily Observer. The Gold 
Marks, in Rowell’s American 
Newspaper Directory, are ex- 


plained as follows: 


(©) Advertisers value this paper 
more for the class and quality of its 
circulation than for the mere number 
of copies printed. Among the old chem- 
ists gold was symbolically represented 
by the sign © .—Webster’s Dictionary. 


The complete list of publica- 
tions distinguished by the Gold 


Marks in the 1905 Directory con- 
hun- 


sists of the following one 
dred and eleven periodicals: 
NEWSPAPERS. 


New York Sun (morning) 
New York Sun..........--- 
New York Times.......- 
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New York Times..... vege spnseaawes 
New York Herald....... nenseeeeaonD 
New York Herald..... 60v0cseeeceeD 
New SOrk. Tress. vnccecenseessccd 
New York Tribune..... Tanne eee g Ss 
New York Evening Post........e0. D 
New York Journal of Commerce....D 
New York Staats-Zeitung........... D 
New York Staats-Zeitung........... Ss 
New York Law Journal............ D 
NER. DNNDS 4 von wawe¥ceon cues sa D 
Brooklyn  Eagle...... sxSGa50<6 0.00% 009 
Chicago Tribune..... eer Ter) | 
Philadelphia Public Ledger......... D 
Pittsburg Dispatch....... o00ceeeess 
Boston Evening Transcript......... D 
a pcbieencanced? 
Buffalo Commercial...... $4eeeecees D 
Butralo EXpress....cccccce <p 
Buffalo Il.ustrated -Express. ow 
Rochester Post Express. owD 
Cincinnati Enquirer..... D 
Cincinnati Enquirer......... osescevse 
Colmmibts Dispatch. ....sccccccee cian 
New Orleans Picayune......... Py | 
New Orleans Picayune..... rer | 
New Orleans Times-Democrat..... oD 
Milwaukee Evening Wisconsin...... D 
a «oD 
Louisvil.e Courier-Journal........... D 
Louisvil'e Courier-Journal..... er 
St. Louis Globe-Democrat. F 
Providence Journal......cccscess sve 
Providence Journal........... ea: S 
LP eS Le | rer D 
Springfield (Mass.) Republican.. -D 
Springfield (Mass.) Republican. .. ts 
Worcester L’Opinion Publique...... D 
Charlotte (N, C.) Observer........ D 
Charleston News and Courier...... D 
Seen D 
Atlanta Constitution.........ccccecs D 
Savannah Morning News........... D 
Dallas Morning NewS........sesces D 
ES TR eee ee 
Montgomery Advertiser.......... -D 
Lewiston (Me.) Evening Journal.. aD 
Lewiston (Me.) Journal........... .W 
Norfolk (Va.) Landmark........00. D 
Portland Oremomiam.....ccccccccccce D 
Petersburg (Va.) Index-Appeal..... D 
Petersburg (Va.) Index-Appeal..... W 
eerek. (NN. 5S.) HOPRG. 6... cccess D 
London (Ont.) Free Press........ oD 
Toronto (Ont.) Globe.......... oneal? 
CLASS JOURNALS. 
Commercial Bul'etin, Boston..... -W 
Manufacturers’ Record, Baltimore..W 
Tradesman, ge mn POPP S-M 
Railroad Gazette, New York........ W 
Engineering and Min. J’l, New LS gi 
Engineering Magazine, New York...M 
Engineering News, New York...... iw 
Electrical World, New York....... W 
Electrical Review, New York...... W 
Street Railway Journal, New York..W 
Irom Ame New . VOt, 2002 0s0c0c0ss WwW 
Am. Wool and Cotton Rep’r, Boston.W 
Grain Dealers’ Journal, Chicago..S-M 
Furniture Record, Grand Rapids...M 
Real Estate Record and Builders’ 
SE Se ae Ww 
Architectural Record, New York...M 
Carriage Monthly, Philadelphia. . - -M 
Northwestern Miller, Minneapolis. . -W 
American Machinist, New York... [WwW 
Machinery, New York.........e00 M 
Inland Printer, Chicago............M 
Bakers’ Helper, oO eee M 
Confectioners’ Journal, Philadelphia. M 


Boot and Shoe’ Recorder, Boston.,..W 


Textile World Record, Boston......M 
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Shoe and Leather Gazette, St. Louis.W Vogue, New York..........-eeeeee W 
Pharmaceutical Era, New York..... W Maritime Register, New York...... W 
National Druggist, St. Louis....... ee OR eer ere W 
red —_ Economist, New nee” co Churchman, OW. WOM e<sccncesas's W 
pparel Gazette, Chicago.........§ 7 

Crerand’s Cloak Journal, New York. M MAGAZINES. 

Hardware Dealers’ Mag., New York.M Forest ond Stream, New York...... W 
Keystone, Philadelphia............. Oe Dates We VO vais cade bdc00se% W 
Country Gentleman, Albany........ W Nation: N@W YOU s0.56< 5606 cee seas WwW 
Hoard’s Dairyman, Ft. Atkinson, Wis.W Atlantic Monthly, Boston.......... M 
American Thresherman, Madison, Wis.M Century, New York..........++++++ M 
Army and Navy Journal, New York.M Country Life in America, New York.M 
Scientific American, New York..... W Harper’s Weekly, New York....... 
Clipper, New York................ W Harper’s Bazaar, New York........ M 
Dramatic Mirror, New York........ W_ Harper’s Monthly, New York...... M 














Considering the fact that the Gold- 
Marks (ee) are diligently sought for by 
publishers, and so rarely bestowed by 
Rowell’s Directory, it would seem that 
those who enjoy their possession would pro- 
claim that fact prominently and frequently, 
bearing in mind that advertisers need as 
much veminding as they need informing. 

A small number of publishers have al- 
ready recognized this, and a_ special 
department of Gold-Mark-Papers appears 
every week in PRINTERS’ INK. It may be 
observed on page 22 of this issue. A 
two-line advertisement for a paper enti- 
tled to be listed under the above heading 
costs $20.80 for a whole year, payable 
quarterly, or $18.72 per year spot cash if 
paid wholly in advance. If you believe 
the Gold-Marks of value to you, let the 
advertiser know that you have them— 
the Gold-Marks mean quality of circula- 
tion and purchasing power of your readers. 
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NOTES. 


Red Letter Days is a monthly _peri- 
odical published by the Y ie " 
of Lynn, Mass., and serves to call at- 
tention to each month’s events in_ the 
way of special mectings, meets, services, 
entertainments, etc. 


Ogilvy’s Mail Order Monthly is a 
sixteen-page monthly catalogue from 
Jas. A, Oglivy & Sons, Montreal, de- 
signed to simplify shopping by mail and 
put the resources of a large store at the 
disposal of people living at a distance. 


A pEvICcE called the ‘‘Gavitt Imita- 
tion Horse Tail Dock,” which can be 
applied to any long-tailed horse with 
an effect that simulates the bobtail, is 
convincingly described in_a rather full 
circular from the W. W. Gavitt Mercan- 
tile Co., Kan, 


Topeka, 

A supcet of recent booklets from 
Catesby & Sons, London, comprises a 
men’s clothing catalogue, a furniture 
booklet, a brochure on women’s dregs, 
a shoe booklet and a blanket folder, all 
meant for mail trade and all up to the 
high standard of this live house. 


Four excellent pamph'ets from the 
Burroughs Adding Machine Company, 
of Detroit, set forth the advantages of 
the Adding and Listing machine made 
by the Burroughs Company. All of the 
booklets bear the imprint of Rogers 
and Company, engravers and printers, 
Chicago, 

“Were to Buy Everything for the 
Power Plant” is a recent booklet from 
Power, New York, listing alphabetically 
all accessories of boiler and engine 
rooms, power transmission systems, etc., 
with names and addresses of manufac- 
turers. It is an excellent vest pocket 
reference. 


An eighty-page catalogue of great 
beauty and exquisite taste comes from 
the Wm. H. Moon Co., Glenwood Nur- 
series, Morrisville, Pa. It has direct 
reference to the landscape department, 
and contains illustrations of foliage and 
shrubbery effects that have an atmo- 
sphere almost Japanese. 


A sBooK of fine color reproductions 
of lithographed posters, from the Mutual 
Label & Lithographic Co., San Francis- 
co, shows that a ond quality of outdoor 
advertising effectiveness obtains on the 
Pacific Coast. Virtually all of the 
specimens shown are advertising of 
firms west of the Rockies. 


A PARTICULARLY strong circular letter, 
accompanied by two specimen sheets of 
carbon paper, is sent out by the Kee 
Lox Mfg. Co., 87 Nassau street, New 
York, to introduce this commodity and 
the company’s typewriter ribbons. Let- 
ter and paper together ought to do the 
work. 


“Denver, the New Winter Resort” is 
a folder issuea by the Chamber of Com- 
merce and Board of Trade of that city, 
evidently for distribution at hotels, rail- 
road depots and other places where time 
tables are kept in racks. It describes 
not only Denver, but many side-trips in 
the foothill and mountain country. 
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Tue Ingot is an attractive publication 
for foundrymen, published in the in- 
terest of the Riverside Metal Refining 
Co., Connellsville, Pa. It contains prac- 
tical articles of interest to users of 
metals, and is a commendable advertis- 
ing periodical. 


THE good qualities of Cailler’s Swiss 
Milk Chocolate is set forth in a folder 
and a booklet, with chocolate colored 
cover, prepared by the Ben Hamp- 
ton Co., New York. In the folder, which 
is intended for deaers, stress is laid 
on the fact that Cailler’s is being wide- 
ly advertised, a list of magazines in 
which its announcements appear being 
given. 


_ For the purpose of impressing adver- 
tisers with the fact that the Denver 
Post has a large home circulation that 
paper has issued a portfolio of blue- 
print snap-shots showing several hun- 
dred localities in Denver covered by 
the Post’s carriers, the number of pa- 


pers delivered on each route being 
given. The_ portfolio idea originated 
with Mr. John B. Cox, circw'ation 


manager of the Post, and the work of 
preparing them was carried out by him- 
self and his assistants. 





Advertisements. 
AU advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
ine ver year, Five per cent discount may be 
deducted if ae for in advance of 3 ubli- 
cation and ten per cent on yearly contract 
vid wholly in advance of first publication. 
isplay type and cuts may be used without 
ertra charge, but if a specified position is 
asked for an advertisement, and granted, 

double price will be demanded. 
WANTS. 
SEE adv. solicitor 
4 sires similar position. “W. 
c) APABLE, experienced adwriter, employed b 
/ large firm, desires to change location. Ad- 
“L. C.,” care Printers’ Ink. 


POSITIONS open for competent newspaper 
workers in all departments. Write for 
booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE, 368 Main St , Springfield, Mass. 


(magazine) de- 
B53.” P.L 





dress 





TANTED—Web perfecting press; cylinder 
width to take on 44% inches, circumfer 
ence 5344 inches. a 
Address “M. C.,’”’ care Printer’s Ink. 


‘THE circulatidn of the New York World. 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


NERGETIC business woman, 29, Powell 
4 graduate, desires position as advertising 
a 
“NEW HAMPSHIRE,” care of Printers’ Ink. 
ONCERNING TY? t:—A Cyclopedia of Kvery- 
day Information for the oe rintes aaver- 
tising Man; get “‘typewise”: 64 pp., 50c. postpaid; 
"ts wanted. A. 8. CARNELL, 150 Nassau St., N.Y. 
NEWSPAPER Correspondent, going abroad, 
i will write general letters on social, political, 
labor, literary or other topics. Can also furnish 
special articles. Termslow. 
“ALFRED,” care Printers’ Ink. 


DWRITER wants position Kesweper, bank- 

d ing, real estate, m’ch'y and soliciting ex- 
rience. Age 33. Graduate of Page-Davis and 
Vells and Corbin schools. Philadelphia - 

ferred. Address “W. T.,” care Printers’ Ink. 


VERY ADVERTISER and mail-order dealer 

‘4 should read THE \V ESTERN MONTALY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in America, Sample copy 
ree. TH WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, ifo. 


























Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of PRINTERS’ INK, the busivess journal for 
advertisers, published weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line, PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States, 


NOPPORTUNITY FOR YOU—Many men fail 
to succeed through lack of wus of high: 
We lack the right men to fil! hundreds of hig! 
de opportunities now on our lists. 
xecutive, bs mag | Rages yg / Salesman 
paeeieas, us yO 1, to $5,000 a year, 
which must ed ry once, If you wait to 
better vour condition write for plan and book- 
let. Offices in 12 cities. HAPGOODS (Inc.), Brain 
Brokers, Suite 511, 309 Broadway, New York. 


ATED Crete and others with common 


PRINTERS’ INK, 


POSTAGE STAMPS. 


li igre! price for unused stamps, C. 
R, KE. ORSER, 302 Dearborn St Utioage. a 
piccaniseaab i” «aaa 


SUPPLIES. 
W D. WILSON PRINTING INK CO., Limited, 
@ of 17 spruce St., New York. sell more mug- 
anes cut inks than any other ink bouse in the 


tra 
Special prices to cash buyers. 


ERNARD’S Cold Water Paste is in dry powder 
form, mixes by adding cold water ; ye — 

no oo. : ho aie = a stain. Best 
BERNARD'S 


made. package free, 
AGENCY 1 Triband Building, Chicago. 
Pee nt Nn 


HOUSE-TO-IlOUSE DISTRIBUTION. 


DVERTISERS selling through the trade and 
mail-order firms can secure prompt and 
satisfactory returns through my National Dis- 
tributing 5 —- which guarantees an honest, 
use-to-house distribution of adver- 








ing concerns every- 

se graduate filis $8. 000 place, another 
any number earn $1,500. The best 

Siting sone ter in New York owes his suc- 
cess within a few oooh to my teachings. De- 


mand exceeds su ie" ply. 
H. POWELL. Advertising and Busi- 


GEORGE 
ness Expert, 1467 Temple Court, New York. 


ADVERTISERS’ TEXT BOOKS 


Printing Technics, 
$1.00. 
Proof-Reading, 
715 cents. 
Engraving, 
715 cents. 
All three with one order, $2.00. Descrip- 
tive Circular free. 
WILLARD PRESS, Brooklyn, N. Y. 
ADWRITING. 


DWRITING, original, up -to-date. All lines. 
Try me once. O. V. Bi 0. 0. BUCK, Treynor, lowa. 


RIGINAL IDEAS in $ in Adwriting at reasonable 
rates. Special prices on an aes. 


Specialty : klets and Let 
eines .» GRIFF mH ‘CLAPHAM, 
150 Nassau St., New York, Room 637. 


———_+—_—_—_ 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (@@). 253 Broadway, New York. 
——_+» > 


COIN CARDS, 


1,000. Less tor more any printing. 
COIN WRAPPER CO.., Detroit, Mich. 
printing. 
adison, Ia. 


$3 THE 
1 000 for $3. 10,000, $20. An 
x Acme Coin Mailer Co.. Ft. 
— SI 
DESIGNERS AND ILLUSTRATORS. 


p= IGNING, illustrating, engrossing, illumi- 
nati ergraving, lit ogra hing, art print- 
ing. THE KiNSLEY STUDIO, 245 Bway, N. Y. 


MAIL ORDER. 


M MAIT, ORDER SPECIALTIES 
ANTED FOR AUSTRALIA 

We have splendid facilities for disposing of 

large quantities of me Order lines of every de- 

scription. Want good Agencies. We pay cash 
with order. BO og rices to 

Kk & 8O 496 George St., 
Sydney, N. es Australia. 





_— or 
DISTRIBUTING 


ep fee was vas placed during the month 
April in yi town of any consequence 
in the Southeast by the Bernard Advertising 


Service for four of the largest users of house-to- 
house distri atte 
mate to CHAS. B 


in the U. 8. Write for esti- 
ARD, Savannah, Ga, 


Using imaieer anywhere in the United States. 
a distributers are bonaed and make this 
work their exclusive business. No boys. Write 


for particulars. 
WILL A. MOLTON, 
National Advertising Distributer, 
Main Office, 442 St. Clair St., 
"Cleveland, oO. 


PUBLISHING | G BUSINESS OPPORTUNI- 


OR SALE—Old ean BD rige m3 hostess, 

in Jersey near New plant modern 

and first-class; potion full. ‘of work, including 
several New . may be further 
largely @avelined: ‘hance to step into splendid 
usiness. Iuvestigate. 
“E.,” care of Printers’ Ink. 


$3 5, 000 “a will buy a a a mechanical trade 


in exceilent grow iniae field, 

here great enhanc ement is possible, 
$6,000 profit last year above salaries, 
Energetic publisher should increase this, 
A rare See fer a of ability 


Who would i Pe 2 — _. 


wookan in Publishing Property, 
283 Broadway, New York, i‘ 


PAINTINGS. 


ECORATE YOUR DEN. 

Send 1l5c., stamps or coin, for imitation 
water color reproduction of famous painting. 
Sent postpaid. 

ONVERSE PRINTING COMPANY, 


Dept. Ss 
Third St. and Penn Ave., 
Pittsburg, Pa 


FOR SALE, 


HAVE a file of “Inland Printers,” from 189 to 
Ly. and “The American Printer” for oo 
a back. These are vaJuable to any man act- 
vely engaged in ae office. Will sell 
them at regular — ar ie. aa 
60s Pearl Street, N. Y. 


OR SALE—Campbell web perfecting press, 
which was replaced by large press; prints 
four or eight pages of six, seven or eight columns 
atas of 10,000 copies an hour; one casting 
box; one tail cutting machine; one shaving ma- 
chine; one trimming stand one elevating table, 
Press can be seen running. JOURNAL, Dayton, 0: 





ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace stenci] adaressing machine. A 
card index system of addressing used by the 
largest publishers ——— the country. Send 
for Cag Fehon | at low rates. 
WALLACK CO. 29 ay St., New York. 
1310 Pontiac Bide. 358 Dearborn St., Chicago, Ll. 


Me HE STANDARD AUTO ADDRESSER is a high 
ae machine. run by motor or 

fo System embodies card index idea, 
Prints visibly; perforated card used; errors im- 
le; operation simple. C ‘orrespondence 80- 


B. F JOLINE & CO., 
123 Liberty St., New York. 
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ADVERTISING NOVELTIES. 


AS wanted to sell ad novelties, 254 com. 
3 samples, 10c. J.C. KENYON, Owego,N. Y. 
¥ ALES3MEN—Advertising Novelties ; earn $100 
a week ing orders; no collecting. 
SHELLONITE CO., Box 892, Manchester, N. H. 
W RITE forsample and price new.compination 
Kitchen Hook and Bill File. Keeps your aa 
before the housewife and business man. THE 
WHITEHKAD & HOAG CU., Newark, N. J. 
Branches in all large cities. 


Color Barometers. 
maiied in 64% envelope, penny postage. $25 per 
1.000. including imprint. Send | 10c. for sample. 
FINK & SON, dth, above Chestnut, Philadelp Pp! 

—— ++ 

PRINTING. 
Pres at reasonable prices. 
PRESS, Bethlehem, Pa. 


> 


The latest nov- 
elty. Can be 


MERIT 








BOOKS. 


pater eat re PROTE! ger 7 
Trade-Mark Experts. Weshinntons i Dv. 
Established 1869. 


66 pxLY LETTERS”—About 60 in all—from a 
brother on the “other side, to one on 
this,” from Northern, Central and_ Southern 
Europe, Russia, Italy, Egypt, etc., as those lands 
were seen through eyes unconventionally fo- 
cussed. By FRANCIS I. MAULE. “Only Letters” is 
nota “work of genius,” most distinctly not, and 
is not easily confusable with books under sus- 
picion as such, but such is its treatment of mat- 
ters and of men that society is by no meansa 
unit in pronouncing it “hopelessly dul!.” This 
k has been privately printed for its author 
until the limited edition be 
—— for $1.00. 
nsom Street. 


. book mailed 
or and 





(pot oad, and, 
xhausted. it wat Co. forwarded 
Sent to THE A 

OLI, Philadelphia, = 


to 
TRADE JOURNALS. 


AKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O@). 253 Broadway, New York. 


ve R® AL ESTATE, ” amsterdam, N. Y.. circu- 
iation 3.000, for real estate dealers and 
owners; $1 a year; names of buyers each month. 
EE 
ADVERTISING MEDIA, 


10 ¢ CENTS per line for advertising in THE 
JUNIOK, Bethlehem, Pa. 


Te SunDAy TiIMEs, Richmond, Me. Want ads 
lines, 25c. each insertion. Copy free. 


rJ ‘HE Bez, Danville, Va. Cuiporening paper in 
field, Average cire’n, February, 2,324. 


DVERTISERS’ GUIDE, Newmarket, N.J. A 

postal card request will bring sample copy. 

ARDWARE DEALERS’ MAGAZINE Circu- 

lation 17,500 (@@). 253 Broadway, New York. 
n. Pa. 


HE EVANGEL. - 
0c. ° 
Thirteenth year; 20c . agate line. 
At person obvneunee in PRINTERS’ INK to 


the amount of $10 or more is entitled to re- 
ceive tne paper for one year 


ERFECT copper half-tones, | 
10c. per in. THE YOUNGSTOWN ARC 
GRAVING CO., Youngstown. Ohio. 


ROY, Ohio, has 6,000 people; 4,000 more live 

on its six rural routes. The RECORD, only 

daily, reaches 7,000 of pene Minimum rate, 4c. 
inch, net, plates; typesetting, 5c. inch. 


mans SHOW WINDOW TRIMMING!—Full 
rse of lessons for the country "ye - 
The Cinsinnatt Trade Review. Send 
for one year’s trial subscription. THE CINCIN- 
NATI TRADE REVIEW. Cineinnati, Ohio. 


oe CHATTANOOGA PRESS, Chat- 

tanooga. Tenn., 50.000 circulation guaran 

teed, proven; 200,000 readers. Best medium 

South for mail-order and general advertising. 

Rate, 15 cents a line for keyed ads. No proof, no 
pay. 


1-col.. $1; jaceer 
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CARD INDEX SUPPLIES. 
mass all we me on prices are right. 


le sets and 
svat DARD IND. ox CARD ty COMPANY. 
Rittenhouse Bldg., Phila. 


CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 

an red cedar and absolutely proof 
ainst moths. Prices low. Send for booklet. 
MEUMONT FURNITORE CO.. Statesville, N.C. 


-_——_+or——_——— 
PRESS CLIPPINGS. 


Si ae Press Clipping Bureau, Topeka 
Kan., covers Kan., Mo., Ark., ‘lex.,0. T. & I. T. 


——_+9—__——_. 
ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood Engravers, 10 Spruce 
e St. New York. Service good and prompt. 


oo ae 
MISCELLANEOUS. 


. AGENTS do make big profits, as eve ry 
a fg Handy Hat Fasteners. Manft 
and patd. by us 
THE FAIR MFG. CO., 556 Fifth St., 
Racine, Wis. 
ps en catalog of Ladies’ and Children’s Special- 
les 


N EXPERIENCED TRAVELING SALES- 
MAN wrote a series of practical lectures, 
“How to Become a Successful Salesman,’ for 
the benefit of an ambitious friend. The latter 
s “made good,” values the manuscript very 
highly, and several (both wantin, ym" ha 
actual salesmen) have paid $4.50, 
written copies. We are now publishing’ q - 
pamphlet form—ONE DOLLAR po: 
BIBELOT B Ros 
44B Pine Street, New York, 


————_ +> 
EDITORIAL WRITER. 


DITORIALS WRITTEN for busy Publishers, 
Exclusive service. 
HENRY R. C OBB, Red Wing. Minn. 
——_~+or—_—_—_ 





PREMIUMS, 


)YELIABLE goods are trade builders. Thou- 
\& sands of suggestive premiums suitable tor 
publishers and others from the foremost makers 
and wholesale aealers in jewelry and kindred 
lines. 500- e list fig illustrated catalogue, 
were Eneually, issue now reads; free. 
- MYERS CO.. 47w. and 49 Maiden Lane, N.Y. 
+> 


POST CARDS, 


ALF TONES made from photographs of ho- 
tels. local views, business buildings, etc., 
suitable for printing on st cards. Also print 
post cards. Prices and samples furnished. 
TANDARD, 61 Ann St.. N. Y. 


7 
IMITATION TYPEWRITTEN LETTERS. 


oo /! Typewritten Le Letters of the highest 
. We furnish ribbon, matching ink, 

ples free. SMITH PTG. CU., 813 

eeu Toledo, Ohio 


UR Imitation Typewritten Letters get busi- 
ness. Not printing; a process; an exact 
imitation of a ae pe letter; almost im 
prices of Rp on. a= quantities, at anall 
100 copies, 65c.; 200, 95¢.; 





boo, 2 25 2a 93; 00d, $3.50. Send tor samples. 

GPKINS COMPANY, No.1 No. 1 E. 42d St., New York, 
ILLUSTRATIONS. 

IT’S UP TO YOU 


to illustrate the headlines 
of your advertisements 
now. Booklet containing 
350 brilliant headlines and 
interesting opening chap- 
ters, each illustrated ng 


2 — cut, 
FRANK 
AILE ES. cris Drexel 


8. 
' Bldg., Philadelphia, Pa. 
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MAILING MACHINES. * 


HE DICK MATCHLESS MAILEK, lichtest and 

quickest. Price $12. . J. VALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 

——__ +o 





ADVERTISEMENT CONSTRUCTORS. 
RED W. KENNEDY, 55 River Street, Chi- 
cago, writesadvertising ertising—your way—his way. 
AILORS’ ADS—Something gad Deano 
result getters. Sample free. D. SNOW 
Rutland, Vt. 
A DVT. ba peg aang more. 
Been at it l4y 


J BD 'SCARBOR RO, 
557a Halsey St.. a N.Y. 





B BUT ON 
There is but one way by which ti J expen- 
diture for advertising can above the 
mere expense account item that so many con- 
fine it to. You must make your announcements 
of every kind actually vital, and saturate them 
with the notice-compelling pertinence that will 
not be denied a hearing, if you wish them to 
really pay you. It is my habit to send anes 
of my work to those whose requests for them 
suggest new business ; and in some instances 
those have in illustrating 
this profit-gaining “vitality so well as to win a 
new client for me. Possibly this might be tue 
result of your writing me—possibl i! 

When you — write, give me at least a clue to 
what you wa 
No.3. FRANCIS IL'MAULE, 402 Samson St., Phila. 

——+o+—____ 


HALF-TONES, 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered bolowe cash ‘accompanies the order. 
Send for samp! 
KNOXVILLE TING RAVING CO., Knoxville, Tenn. 


Farr cose or line productions, 10 square 
inches or smaller, delivered prepaid, 7ic.; 
Cash with order.” Ail 

Service day and night. 
References furnished. 

, 





6 or more, 50c. each, 
newspaper screens. 
Write for circulars. 


News r process-engraver. b. O. Box 815 
Philade phia, Pa. 
PRINTERS. 
RINTERS. Write R. CARLETON, Omaha, 


Nev., for copyright lodge cut catalogue. 





a) E print catalogues, booklets, circulars, adv. 

matter—all kinds. Write for prices. THE 
BLAIR PTG. Co., 51d Main St.. Cincinnati, O. 
—— +> —__—_—__ 


SPECIALIZED PUBLICATIONS, 
ARDWAREF DEALERS’ MAGAZINE. Circu- 
latioa 17,500 (@@). 253 Broadway, New York. 
——_+r—_— 


ELECTROTYPERS. 


W E make the electroty pes for PRINTERS’ INK. 
We dothe Ge ip apd oe | for ler of the 











largest Sean in the country. Write us for 
rices. a CRAWFORD & CALDER 45 
se St., New York. 
———“——_"—"" 
TIN 1 BOXES. 





iF you have an attractive, handy package you 
will sell more _—— and get better prices for 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, and preserve the 
contents, You can buy in one-half gross lots and 
at very low prices, toc. We are the folks who 
make the tin a" for Cascarets, Huylers, Vase- 
line, Sanitol. Dr. Charles Flesh Food, New- -_. 
and, in fact, for most of the “big Fans s.” But w 
Bey, just as much attention to the “little fellows. ” 
iter send for our new illustrated catalog. It 
contains Jots of valuable 
free. AM». "RICAN STOPPEIt COMPANY, 11 
Verona Street, Brooklyn, N. Y. cho .argest 
maker of TIN BOXES outside the Trust. 


MAIL-ORDER NOVELTIES. 


Werte to-day for free * “Book of Specialties,” 
an illustrated catalogue of latest imported 
and domestic novelties, watches, plated jewelry, 
cutlery and optical goods—wholesale only. 
SINGER BROS., Re Bowery, N, Y. 


information, and is 
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B BASSETT & SUTPHIN, 
a. 45 Beekman gal So cur. 

Apers & 8 jalty. Diamond B Perfect 
White for Phleherate | catalan = 








CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 


ee 
ADVERTISING AGENCIES. 
Oem AGENCY, | Madison Aye., N. Y. 
Medical journal al advertising custenively. 


OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San san Francisco, Cal. 


] W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


DoeeeN YS Be » Advertisin 
AIL order advertising a specialty. THK 





a ents, 44 Broad 

Y. Private wires, n, Phila, etc. 
M STANLEY DAY AGENCY, Newmarket, N. J. 
[SHE H. 1. IRELAND ADVERTISING AGENCY 


ees pus one business of a kind. 
t Street, Philadelphbi 


(cunmis-xEWaAtL CO. Established 1895. Los 

Angeles, California, U. 8. A. Newspaper, 
magazine, trade paper advertising. 

A: uBERT FRANK & CO., 25 Broad Street, N. Y. 

Generali Advertising Agente. Established 

1872. Chicago. Boston. Philadelphia. Advertis- 

ing of all kinds placed in every part of the world. 





| ee HART AND SWASEY, San Francisco— 

Largest agency west of Chicago; employ 60 
people; save advertisers by advising judiciously 
newspapers, billboards, walls. cars, distributing. 


Ca. advertising promises results —_ 

invite most careful Peggneene oy oa Write ui 
for best list ot es ver the whole field 
yp ESBARATS ADVERTISING 
AGE "ted Montreal. 





Bots, 
Wath 1 silelien — 


Phillins 
Service 
Of Zecaicen Fey 





NEW 


JERSEY 


\EIE ZEITUNG 





IT WILL PAY YOU TO USE 


THE FREIE ZEITUNG 


(‘New Jersey’s Leading German Daily. 
Sunday and Weekl Rowepeper”)— it 
reaches the bulk of the 100,000 

ous German buyers of Newark Pand vi. 
cinity. Write for Rate Cards. 


ESTABLISHED 1858 














BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


At first glance at the advertise- 


ment marked No. 1 the lady 
drinking beer is likely to be over- 
looked. She is so much a part 
of the rocks upon which she sits 
that this comes close to being a 
puzzle picture. What the little 
house on top of the hill has to 
do with this advertisement is not 
clear, but if its presence is essen- 
tial, there is no need of its taking 
up so much room. In the illus- 
tration marked No. 2 the lady is 
appropriately given a-chance to be 
seen and appreciated, and al- 





writ vs AND $2) 
WE WILL TELL Y 

==> ABOUT The 
—— > « 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 







33 UNION SQUARE, N.Y. 
FREE OF CHARGES 
MATTER SENT TO MR. ETHRIDGE. 


extraneous matter? There are 

some good things to be said about 

every article and there is room in 

every advertisement to say them. 
* * * 


The Williams typewriter may 
have “hit it” years ago with its 
home-made hammer, but this ad- 
vertisement is not so very con- 
vincing as to that or any other 
point. We are told here that this 
machine was the pioneer and is 
still the leader for beautiful work, 

















No.2 





though every salient feature of the 
original illustration is preserved 
and strengthened there is still 
more room for text than in the 
original advertisement. This ad- 
vertisement comes pretty near be- 
ing worthless anyway. The only 
thing in it which bears any rela- 
tion to information is the invita- 
tion “Write us and we will tell 
you about it.” If there are any 
good things to say about the beers 
advertised why not say them or 
some of them in the advertising 
space instead of filling It up with 


ease of operation and simplicity. 
There are at least a dozen other 
machines for which precisely the 
same claims are made in practi- 
cally the same words. We cannot 
believe all of them and therefore 
are inclined to believe none of 
them. Besides from the crude- 
ness of the appearance of this ad- 
vertisement it is very weak in the 
statements it makes. There is a 
whole lot of money being wasted 
in typewriting advertisements just 
now. Big spaces are used in 
magazines and newspapers for the 











publication of general statements 
and claims of superiority which 
are not based upon any stated 
facts. The time when bare pub- 
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SIMPLICITY 
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SINGLE SHIFT 
64 CHARACTERS 

















licity of this kind will sell goods 
has gone by—if there ever was 
such a time. 
* * * 
The negative either in text or 
picture is not often good advertis- 








this—it 
styl 


more. 
CLUETT, PEABODY & CO., 
Makérs of Cluctt and Arrow Collars 


on and comes off like a coat, 
jors warranted. 








ing. It is better to tell what a 
thing is than what it is not, and 
what it does, rather than what 
some other inferior article does. 
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This Cluett shirt advertisement 
shows how the Cluett coat shirt 
does not come off. Perhaps in 
this instance the picture is a 
stronger piece of advertising than 
a man comfortably putting on a 
coat shirt. Anyway, it makes a 
strong and striking appearance 
and it would be captious to quar- 
rel with it. 
* * * 

The Saturday Evening Post ad- 
vertisements appealing to the 
great American boy are excep- 
tionally well illustrated. They 
are all strong and attractive and 
most of them bringing out some 
point which will appeal strongly to 
the boy. It is probable that next 
to its high quality and distinctive 











merit the Post owes its circula- 
tion of 800,000 copies a week to 
the efforts of the thousands of 
boys who are pushing the sale of 
the paper for all it is worth, year 


in and year out. This is certainly 
a very clever method of securing 
and maintaining a circulation. 


—— - 409 


Portraits of Colonial Dames 
sandwiched in between the pages 
vertising Queen Quality shoes in @ 
litt'e booklet issued by the Thomas G. 
Plant Company of Boston. The book- 
let is tastefully arranged and bears the 
imprint of the Forbes Press. 


are 
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NOTES. 


Printers’ Ink is indebted to Mr. J. 
W. Greely, of the Chicago Tribune for 
specimens of full page ads in two 
colors that recently appeared in that 
paper, 

ALLITERATION’s artful aid is worked 
to death by a South Carolina furniture 
house which advertises: ‘Popular 
Priced a Productions Pleasingly 
Proportioned.” 


“To the Man Who Spends the 
Money” is a booklet of statistics about 


the country weekly, sent out by the 
Atlantic Coast Lists, New York, and 
printed in type that enables him who 
runs to read, 


A_HANDSOMELY printed booklet from 
the Vacuo-Static Carbon Co., Rochester, 
N. Y., describes that concern’s type- 
writer ribbons, which are protected by 
an air-tight celluloid capsule that pre- 
vents drying out. 


A PATENTED device for sanding rail- 
road track in front of locomotive drivers 
is explained and illustrated effectively 
in a booklet from the Ohio Brass Co., 
Mansfield, Ohio. It is intended for dis- 
tribution to railroad managers. 


A warce folder from the American 
Stopper Co., Brooklyn, gives facsimiles 
and gross prices on enameled tin boxes 
of “stock” kinds, ranging from tooth- 
powder and talcum to roach-killer and 
theatrical cold cream. This line is in- 
por coon J to retail druggists. 
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From Catesby & Sons, Tottenham 
Court Road, London, comes a number 
of catalogues advertising house fur- 
nishings, all bearing evidences of care- 
ful preparation. his house has long 
been one of the most aggressive of Eng- 
lish advertisers, and is an_ intelligent 
student of American rican methods, 


Tue Edmund G. “G. Walton Agency, of 
Minneapolis, knows how to present a 
suburban real estate proposition con- 
vincingly. Their pamphlet “Country 
Homes” while cheap in appearance 
is notable for its business-like talk and 
for the clearness with which the lands 
they have for sale are described. 

A TWELVE-PAGE booklet J 
covers advertises the merit 
Nesmith-Anatomical-Shoes made by the 
Nesmith Shoe Co., of Boston. E, Park- 
er Archibald designed it, wrote it and 
illustrated it, McGrath & Woodley, of 
Boston printed it amd the Nesmith 
Shoe Company 4 is to be presumed) 
“paid the freight 


In a pamphlet entitled “Still Hunt” 
the Remington Typewriter Company 
advocate the personal letter as a means 
of securing business. ‘‘No one (they 
say) has studied the subject of getting 
results through the ‘Still Hunt’ method 
so long and carefully as we have. Our 
knowledge on this subject we gladly 
p'ace at your service. We ask no com- 
pensation as consulting experts or any- 
thing of that kind. fr you adopt the 
system you will need Remington Type- 
writers—that is all.” 


in 











were unsatisfactory. 


done. 


treated to such a dirty throw-down. 
refunded the money due them. 


17 SPRUCE STREET, 





Shabby Treatment. 


ons six months ago the Commercial Printing Co., of Argos, Ind., favored me 
with an order for seventeen different inks and three months afterward when 

I inquired how they liked my goods, received avery curt reply that the inks 

I immediately asked for full particulars and requested 
them to return the inks which they considered were not up to the mark. They 

wrote a Jong letter of complaint, describing the various troubles, and wound 

up by stating that they were the worst lot ever received in their shop. On reading their 
epistle, I became fully convinced that prejudices were more apparent than real com- 
plaints, and concluded not to bother any more, but refund their money, On opening 
the box which they returned, I found four of the cans were never opened, and the other 
five looked like as if a child of tender years had tried to see how much damage could be 
It proved conclusively that the inks were condemned through malice, or ignor- 
ance, and in my eleven years supplying the printers of the country I have never been 
However, I swallowed my medicine gracefully and 


+ Send for my price-list, and compare it with what you are charged for inks on credit. 


ADDRESS, 


PRINTERS INK JONSON, 


NEW YORK. 
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BUSINESS AND STORE MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how 
' to make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their 
views + any subject discussed in this department. 
anagement, Printers’ Ink Publishing Co., 10 Spruce St., New York. 


Store 





Address Editor Business and 








Among the manufacturers who 
furnish conspicuously good copy 
for dealers who handle their 
goods, is the Yale & Towne Mfg. 
Co., 9-13 Murray St., New York, 
makers of the famous Yale lock, 
the Blount door check, builders’ 
hardware and several other im- 
portant lines whose exceptional 
merits are known and acknowl- 
edged wherever such goods are 
used. The company sends out a 
well-printed book of 24 pages and 
cover, entitled “Some advertise- 
ments that will sell goods.” It 
contains four ads for the Blount 
door check, five for Yale locks, 
five for builders’ hardware, and 
four for Yale & Towne padlocks, 
any or all of which will be sent 
to dealers, in electrotype form, in 
either five-inch single column, or 
two-and-a-half inch single column 
size, without charge and with only 
one condition—that copies of the 
local paper containing the ads 
shall be sent to the company. The 
following paragraph taken from 
the front of the book shows how 
far this concern is willing to go 
in the preparation of copy for spe- 
cial ads purely for the accommo- 
dation of customers, and the ads 
reproduced further down the page 
show the excellent quality of the 
teady-made copy in their book: 





“If you will send us rough data in 
regard to any _ special advertisement 
which you would like to have prepared 
covering goods sold by us we will be 
pleased to send you ‘copy’ with sug- 
gestions for setting same.” 





Arrested for 
Burglary 


and sentenced to prison, a burglar once 
said, ‘There isn’t a store in New 
Haven, except those protected by Yale 
locks, that t couldn't get into.” 

Just think of that, you who are get- 
ting along with o'd-fashioned locks on 
your doors! What’s the use of hav- 
ing a lock if you don’t have a good 
reliable one. he ordinary lock can 
be picked ever so easy, where a slight 
expense would equip your door with 
@ lock that defies the cleverest sort of 


a burglar. That’s what a lock is for, 
isn’t it? Why not discard your old 
one or supplement it with a night 
latch, You will have to sooner or 
later. A Yale lock or night latch will 
last forever. The cost is little, and 
when either one is on your door you 
are securely protected, for absolute re 
liability is the keynote of Yale lock 
success. one at once of 
Your name and address here. 


Safety that 


Is Certain 


lurks in the mechanism of a Yale & 
Towne padlock. The same cunning 
that evolved the Yale cylinder lock, has 
worked out its little brother—‘Paddy.” 
There’s no stronger padi made. 
Proof of that is the fact that it’s been 
imitated, and counterfeits you know, 
are made of only the best things,—in 
hardware as well as in life? No mat- 
ter where you wish to use it, if it’s 
a padlock you need, look for the 
trademark Yale or the name Yale & 
owne, which guarantees security. 

hen you see that, you see a padlock 
that cannot be tampered with, or bribed 
with duplicate keys, 

We have them in all sizes and grades 
and at all prices. 

Your name and address here. 








The advertising manager, Mr. 
C. S. Redfield, tells me that he is 
in daily receipt of marked papers 
from throughout the country, 
containing ads from this book, 
and when one has read them it is 
easy to understand why a dealer 
will often use them instead of 
writing copy for himself. 

x + * 


Hecut Bros., 

Clothing, Hats, Ladies’ Apparel, Mil- 
linery, Men’s Furnishings, Infants’ 
Wear, Furs, Diamonds and 
Jewelry, 

259-261 6th Avenue, 

New York, May 3, 1905. 

Were it not an everyday occurrence 
for some of our best customers to tell 
us that they hesitated for more than a 
year before opening an account with 
us, we wouldn’t be so persistent in 
trying to induce you to learn from ex- 
perience what an admirable system 
we've planned to supply all your wear- 
ing apparel and accept very small sums, 
weekly, or monthly, in payment. 

Some of these self-same persons who 
had such difficulty in persuading them- 
selves that our credit plan would be a 
good thing for them, are now among 
our most enthusiastic customers and we 
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Te believe you would become 
such. 

You can’t possibly astray in any 
dealings you have at this store, for we 
take back anything with which you’re 
not entirely satisfied without a mo- 
ment’s hesitation. Our one rule is that 
no customer can remain dissatisfied if 
we know of the complaint. 

Certainly there can be no objection 
on your part to trying an easier way 
of paying. Al! those who sell pianos, 
the great publishing houses and all 
large dealers have adopted the plan 
of dividing payments because _ it’s 
easier to pay a small sum than a large 
one, and the same conditions apply to 
wearing apparel. 

3e good enough to call on us so that 

ou may see the manner of store we 

eep, what stylish, well-made wearin 
apparel, and let us explain in detai 
our system of é paying. 
Cordially yours, 
Hecut Bros. 





The above form letter and the 
pass card accompanying it, which 
is reproduced below, show the 
very ingenious arguments ad- 
vanced by Hecht Bros. for buy- 
ing of them on credit instead of 
paying cash elsewhere —argu- 
ments which may be employed to 
advantage by others in the same 
line of business. The letter has 
two faults, however, which may 
very easily be corrected. I be- 
lieve that it should be personally 
addressed and that it should say 
something about prices. In not 
being so addressed it loses the 
force of that subtle flattery from 
which very few of us are immune 
—the inference that we have been 
especially chosen and sorted out 
from the common herd as persons 
whose patronage is very desirable. 
And, taking another look at the 
letter, I discover that the date is 
filled in with a rubber stamp in- 
stead of being printed in imitation 
of the typewriter, like the body. 
The letter seems to be particular- 
ly addressed to those who are not 
accustomed to buy on credit, and 
probably a certain degree of care 
is exercised in choosing the names 
of those to whom it is to be sent. 
If so, the points just mentioned 
are important—of more conse- 
quence than the additional expense 
of filling in the date and the name 
on a typewriter whose type and 
color of ribbon most nearly match 
the type and ink in the body of 
the letter. As a matter of fact, 
the holder of the “pass card” is 
not likely to get any more con- 









sideration than the buyer who 
enters the store without such a 
card—her references will, no 
doubt, be just as carefully inves- 
tigated as those of any chance 
customer. But the card seems to 
imply special privileges’ and to 
settle all questions as to the cus- 
tomers’ reliability, and that must 
go a long ways toward the desired 
end. After the first purchase has 
been made it may serve as a 
means of identification, like the 
numbered coins which are dis- 
tributed among the credit cus- 
tomers of some stores; and, an- 
other thing which is probably 
taken into account, it enables 
Hecht Bros. to determine beyond 
reasonable doubt, that the letter 
with which it was enclosed, was 
the direct cause of bringing the 
customer to their store, thereby 
keying that method of advertising, 
to a very great extent, and fixing 
its value. The signature on the 
letter is also made by a rubber 
stamp, or possibly printed, and in 
a color of ink seldom if ever used 
for that purpose. It could have 
been printed with black ink in a 
much better imitation of a pen- 
written signature. Something of 
a favorable character could have 
been said about prices, even 
though they are higher than cash 
prices, as of course they almost 
surely are. 

The scheme is excellent, but it 
is not carried out as consistently 
as it should be in order to get the 
best results. 

DEPARTMENT OF ACCOUNTS 

PASS CARD. 

This numbered and registered card. 
is issued for the personal use of your- 
self or members of your family, and 
gives you the privileges of our Part- 
Payment Plan. By which you can 


make all purchases and py therefor in 
small amounts, weekly or monthly. 
No. 3501 HECHT BROS. 
No. 3501. 
Salespersons Must Detach This Stub 
and Send to the Office. 
* * * 


H. E. Starrorp, 

Rea! Estate of Any Kind, Anywhere, 
Bought and Sold. Manufacturing 
Property a Specialty. In- 
surance. 

1008 Banigan Building, 
Provipence, R. I., April 3, 1905. 

Editor Store Management: 
Considerable interest has been 
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aroused in this city during the last 
week by a rather unusual adaptation 
of an old idea. The Boston Store, one 
of our largest department stores, is re- 
sponsible i it. It is the old broken 
window scheme. ' 

In this case they have taken a piece 
of 2x4 spruce, about eight inches long, 
cut it in half through the center on an 
angle. One piece being fastened on the 
outside of the window, well up out of 
reach, and the other half fastened in 
the same way directly opposite on the 
inside. ; 

To complete the deception, long, 
narrow pieces of glass have been stuck 
on the window, radiating from_ the 
block, giving al] the appearance of the 
window being badly cracked by this 
block of wood being accidentally stuck 
through it. 

The window display consists of sea- 
sonable dress goods. A large card in 
the window bears the following: 

“This glass may be smashed but our 
large assortment of new wash dress 
goods for Spring is still unbroken. The 
prices only are affected and that to 
your advantage.” 

Almost any time during the day a 
large crowd will be found examining 
the supposed break and offering vari- 
ous solutions as to how it happened. 

Another store, the Mechanics, Cloth- 


ing Company, has illustrated in their 
window President Roosevelt’s famous 
“de-lighted.”” A large “‘D” has been 


cut out of cardboard and a lighted in- 
candescent lamp hung behind it. 

Novelties like these can be used in 
other cities, so I send them to you for 
the benefit of advertisers in general. 

Yours very truly, 
H. E. StTarrorp. 

As Mr. Stafford says, the 
broken window idea is an old one, 
but it seems to have been carried 
out exceptionally well in the case 
of the Boston Store, and it is just 
as good in any town where it has 
not been done as though it were 
conceived only yesterday. 

There is always the risk, how- 
ever, in novel effects of this na- 
ture, that the attention of those 
who are attracted by them will be 
detracted from the goods display- 
ed in the effort to determine how 
the thing was done. It is, never- 
theless, a good thing to do oc- 
casionally, though the best win- 
dow displays are generally those 
in which the goods themselves 
form the most important part— 
the part upon and around which 
the whole scheme is built. 

The Business Management Man 
hereby acknowledges his obliga- 
tion to Mr. Stafford for reporting 
those two displays and hopes that 
more of the readers of this de- 
partment will follow that gentle- 
man’s example. 
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NOTES. 


TuE Boomer is a small periodical is- 
sued by the Dampman Advertising 
Agency, Reading, Pa. It contains short 
articles on advertising, with reference 
to the agency point of view, and has a 
distinct bearing on retail publicity. 


Two fortune tellers are maintained 
at a large Regent street store in Lon- 
don, peering into the future for its 
patrons. The New York Times ques- 
tions the ¢’ginity of such advertising, 
and doubts its effectiveness in this 
country. 


THREE types of clothing lockers for 
bath rooms are shown in pictures on a 
folder from Merritt & Co., Philadelphia. 
The first is a room with stone niches 
in ancient Pompeii, the second a bank 
of unsanitary wooden lockers, and a 
battery of sheet-metal lockers of the 
company’s own manufacture. 


Tue Sprague Publishing Co., De- 
troit, publishers of The American Boy, 
are once out a series of folders to 
advertise their publication. There are 
nine folders in the series and each is 
numbered in red ink, the number (in 
the preset case No. 4) being followed 
by the statement that 5, 6, 7, 8 and 9 
are coming. 


James Butter, who conducts a chain 
of grocery stores in New York City 
rings a change on the well-known Wil- 
son Whiskey catch phrase in one of 
his recent window placards. Quart 
bottles of Wilson Whiskey form the 
window display and in front of them is 
a card reading: Wilson Whiskey, Our 
Price 89c., That’s All. 


As evidence that its Want Ads bring 
returns the Sioux City Tribune prints 
under the title “What the Advertiser 
Says,” a number of letters from per- 
sons who have used its columns. One 
of the letters is as follows: ‘Gents: 
For God’s sake change my ad in the 
want columns to Irish Setter pups in- 
stead of Fox Terriers, as I have more 
calls for Fox Terriers than O’Brien 
County will produce in the next two 
years.” 





Tne Michigan Stove Company issues 
a 32-page pamphlet to advertise Gar- 
land Gas Ranges. Emphasis is laid on 
the new elevated oven and_ broiler 
which enable one to see how the cook- 
ing is progressing without stooping. 
Although the offices of the Michigan 
Stove Company are in Detroit and Chi- 
cago, a firm of Boston printers—The 
Griffith-Stillings Press—succeeded in 
carrying off the contract for printing 
this pamph!et. 


A BATCH of we'l written pamphlets 
and folders advertise the merits of the 
Sanitol preparations for the teeth and 
toilet. The Sanitol Chemical Labora- 
tory Company is a co-operative com- 
pany of dentists banded together to 
push the Sanitol preparations, the man- 
ufacture of which was begun in St. 
Louis in 1897, in a small room con- 
taining only 80 feet of floor space. 
The present building contains 60,000 
square feet of floor space, and a new 
building to be erected wi'l be nearly 
three times as large as the present one. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








“The Platte Valley Economist” 
seems an appropriate name for the 
smart eight-page house organ 
which is published monthly by the 
Chapman State Bank of Chap- 
man, Neb. The fact that it car- 
ries a few small local ads would 
seem to indicate that it is not a 
ready-made or syndicate paper 
calculated to fit any bank, though 
that is not conclusive evidence. Be 
that as it may, it is a radical de- 
parture from, and a great im- 
provement on this branch of bank 
advertising at it is ordinarily done, 
and I would advise any bank con- 
templating the publication of a 
house organ to send for a sample 
copy of * ‘The Platte Valley Econ- 
omist” and study it. On the first 
page is an interesting and instruc- 
tive article on indorsing checks; 
on the second is the strong ad 
reproduced below; and on the 
other pages are an_ interesting 
story and various short para- 
graphs all presenting strong in- 
centives to save and bank money. 
Perhaps its strongest feature is a 
number of contributions each 
giving “Ten Reasons Why 
Should Carry a Bank Account.” 
This department in addition to the 
local tone it gives to the paper 
will probably draw out a great 
many good arguments not com- 
monly considered, and new ex- 
pressions of old points. “The 
Ready Made Man” hopes to see a 
copy of this bright little paper 
every month—two copies, in fact, 
so that in clipping something good 
to send the printer for this de- 
partment he will not lose some- 
thing equally good that appears 
on the opposite side of the sheet. 


THE PROGRESS OF THE PROVI- 
DENT. 





A Little Daily Gain Soon Leaves Pov- 
erty Far Behind. 

To some people it seems almost mir- 
aculous that others, working for mod- 
erate wages, are able to “get ahead.” 
This one has bought a home and that 
one has set himself up in business—yet 
neither of them has received a do lar 
from any source other than daily earn- 
ings, which have never been large. 

‘ow are these wonders performed? 
By the application of a rule as simple 





as any in a child’s primary book of 
mathematics. Nothing more marvelous 
than spending less than one makes. 
This gives a permanent gain from the 
work of to-day to add to the gain of 
yesterday. A little substantial progress 
every day—the years pass swiftly—and 
the provident man or woman becomes 
financially independent. 

There is nothing strange nor re- 
markable about this process—except 
that so many people neglect to do it. 

Few try it and fail—the trouble is 
that the many do not even try. 

Commence now. Adjust your ex- 
penses to a point below your income. 
Put all your earnings in the bank, 
check out only for your necessary re- 
quirements and leave the rest on de- 
posit. The balance to your credit will 
grow faster than you now think pos- 
sible. You will realize that you are 
one of the Provident People who can 
alwa S say: 

esterday has passed into history, 
but I did not waste the day. I have 
my part of it, crystallized in cold cash 
for comforts to come.” 


This One is Well Calculated to Make 

omen “Side-Step” the Zinc-lined 

Refrigerator. Very Plausible, Too. 
From the Peoria, Ill., Star, 


The Price of Zinc 


like the “‘wages of sin” is 
death in more cases than the 
average man thinks of. Note 
what the most eminent au- 
thority on sanitary matters in 
the United States (Dr. 
Cyrus Edson, president New 
York Board of Health) says 
in regard to zinc-lined re- 
ements 








There is a marked 
increase. in the number of 
deaths from diarrhoeal ais- 
eases, especially among 
children, as soon as the hot 
weather, during which it is 
necessary to place the milk 
in the refriverator, sets in, 
In the part where 
the food is kept little par- 
ticles are apt to adhere to 
the zinc. Unless these are 
removed they will putrif 
and produce a germ whic 
will attack at once all fresn 
food put in and cause it to 
become bad in a very short 
time. Almost every one is 
familiar with the stale smell 
of refrigerators, which is in- 
dicative of putrifying mat- 
ter. 
T he Herrick refrigerator 
is not lined with zinc. 


HUNTER & STREHLOW, 


114 South Adams Street. 
Peoria, Ill. 




















PRINTERS’ INK, 
A Good Safe Deposit Vault Ad From 


A Short, Strong One for Coffee. From 
the Philadelphia Evening Bulletin, 





Give a man a good cup 
of coffee as a “starter,” and 
he won’t quarrel about the 
rest of the breakfast. Our 
Mocha and Java 3o0c. Ib., 3 
VWs. 85c. satisfies more Phil- 
adelphia men _ than any 
other coffee sold. 


BRADFORD CLARKE 
COMPANY, 


1sth and Chestnut, 
Philadelphia, Pa. 








One of a Good Series from the Mana- 
yunk, Fnila., Sentinel, 


Send Us Your 
Finest Fabrics. 


Don’t entrust your laun- 
dry work to careless, so- 
called laundries that have 
the work done anywhere 
and everywhere. You can 
send your finest fabrics 
here without fear of hav- 
ing them soiled or ruined. 
The best work in town 
comes tu us because we are 
careful and painstaking. 
Will you give us a chance 
to prove our claims? 

THOMAS BROTHERS 


Wissahickon Laundry 
204-06-08 Osborn Street 
Philadelphia, Pa, 
Bell Phone 221 D. 














“Odd” Things Are Often Good Things 
to Advertise—Nearly Always Meet 
a Need, Very Often Low Priced. 
From Boston, Mass., Post. 


Odd Rockers. 


Oftentimes an odd chair 
or rocker is needed, “just 
to fill in with.” 

In such a case, whether 

it be for parlor, sitting 
room, library or den, you 
will find here just what you 
want. 
‘he illustration shows a 
popular style of parlor or 
sitting room rocker. It is 
of the saddle-seat pattern, 
with back gracefully curv- 
ed, making it very comfort- 
able. 

Price in solid quartered 
oak or mahogany finish, $6. 

Others from $3.50 to $25. 

an account with us. 


A. McARTHUR CO. 
Furniture, Carpets, Rugs. 


16-26 Cornhill, 
Boston, 

















A 


the Kansas City Star. 
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Expert 
Cracksmen 


have very little trouble in 
opening the average office 
safe. You cannot realy 
afford to trust such a re- 
ceptacle with anything of 
serious value. They are not 
fireproof, either. 

$5 a year rents a safe de- 
posit box. 


FIDELITY TRUST CO. 
Walnut and Ninth Sts. 
Kansas City, Mo. 








with bottled sunlight. 
We bottle it and deliver 
it to you through a pipe. 
Send for our representa- 
tive and let him tell you 
about it. 


BINGHAMTON GAS 


WORKS, 
Binghamton, N, Y. 





Light your house at night 


Novel Way of Putting it. From the 
Binghamton, N. Y., Leader, 











Quiet Clothes 


FOR 


Quiet People 


While we yield to no one 
fin our provisions for the 
clothing of men of all ages 
and tastes, yet this house 
has an_ especial reputation 
for goods of quiet elegance. 

In dark goods we are al- 
ways very strong, as for in- 
stance in clays, cheviots, 
worsteds, black and blue 
serge—goods that are stand- 
ard, from year to year. 


elegance about these that 
appeals, not only to elderly 
men but to very many 
young men. 

Blue and _ black serges, 
$10.90, $12, $14, $15, $18. 

All these are made by 
ourselves, and that is why 
we can guarantee them so 
strongly, both as to the 
quality of material and the 
workmanship. 


LEINBACH & BRO. 
Reading’s Leading Clothiers 
Eighth and Penn Streets 
Reading, Pa. 





There is a gentility and | 


A Happy Heading Well Followed Up, 
From the keading, Pa, Eagle. 


= 
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In the south and the west, 
where it is often not so easy to 
read one’s title clear to real estate 
purchases as here in the east, 
there is always something doing 
in the “abstract” business. The 
abstract man of western Kansas 
usually has a more or less pre- 
tentious office in a _ one-story 
building about twenty feet square 
with a two-story front. Very 
often he doesn’t need so much 
room inside, but he needs all the 
space that he can get on the out- 
side on which to emblazon his 
name and business in letters about 
six feet high, for that is practical- 
ly all the advertising he ever does. 
He is a “rustler’ just the same, 
which in the west means the same 
s “hustler” in the east raised to 
its superlative degree; and be- 
tween his abstract and real estate 
business he very often feels amply 
repaid for undergoing the rigors 
of the climate and the more or 
less certain uncertainties of the 
strenuous life as practiced on the 
prairie. No doubt the status of 
the abstract man is somewhat dif- 
ferent in the south; it certainly is 
if one may judge anything from 
the difference in advertising meth- 
ods as shown by a _ two-color 
mailing card from the Vaughan 
Abstract Co., of Little Rock, Ark., 
which is altogether the. liveliest 
piece of copy representing this 
line that I have ever seen. It is 
reproduced below, all except the 
cut at the top which showed the 
southwest corner of Sevier Coun- 
ty, Ark., being snipped off by a 
pair of shears: 


A $200,000 SLICE. 

has been introduced in the 
legislature by Representative Jackson 
to detach the southeast corner of 
Sevier and add it to Howard County. 

Seventeen thousand acres at one clip 
—all rich bottom lands worth $12.50 
an acre; or a total value greater than 
the entire area west of the Cossatot, 
as it was assessed ten years ago. 

Sudden—as an April shower; wasn’t 
it? 

There'll be a “hereafter” to it, un- 
doubtedly. 

But what if the Courts should de- 
cide against Sevier? 

Mighty good lawyer drafted the Act 
and secured its passage, giving Sevier 
County this very strip of land. 

Mighty good lawyer probably drew 





A_ bill 


PRINTERS’ INK. 





give you trouble—maybe 
hence. 
The wise man looks ahead. 


so, it will 
now, maybe ten years 


Are you going to wait until you 
catch them slicing off a piece of your 
farm before you get the title investi- 
gated? 
Do you love a law-suit? 
Don’t fool yourself into thinking no 
one will disturb you. How about the 
frantic run to Camden for Chapel 
Hill saline lands? And that other run 
last month? Ask Uncle Mince Jordan, 
It is our business to guard against 
land troubles. We show up the title— 
from Uncle Sam to sundown to-day. 
And if there is anything wrong, we 
know how to fix it, 
Simply call or write—we do the rest. 
THE VAUGHAN ABSTRACT CO. 
Tom crag Megr., Lockesburg, Ark. 
7 ‘Vaughan, Attorney, 
ittle Rock, Ark. 
April, 1905. 





Here’s One of the Multum in Parvo 
Variety, From the Bangor (Me.) 
Daily Commercial. 





Flannels Don’t 
Shrink 


under our modern laundry 
treatment. It’s because we 
know huw to wash and iron 
them properly—and particu- 
larly because we use electric 
irons in the latter process. 
Here’s another reason why 
we ought to handle ALL your 
family washing! 
WHITE STAR LAUNDRY, 
The Porter Parsons Co., 


18-20 Cross St., 
Bangor, Me. 





For Floor Coverings. 


While the Japs 
Have Been 

y ° 
Walloping the 
Russians 
they have kept on making 
Good Mattings. We have 
them at 16 cents per yard 
and upward. Pretty Pat- 
terns. A new line of Car- 
pet Samples. A_ Brussels 
Imitation at 40 cents per 
yard. Brussels Ingrains, a 
very handsome, heavy du- 
rable Carpet, 95 cents per 
yard. All Wool Filling. 
Beautiful colors. Resem- 
bles Body Brussels. Inlaid 
Linoleum is the best of 
anytning for Kitchen 
Floors. Wears like leather. 
[Does not crack Is very 
easy to clean. Makes tne 
floor warm in winter, 


McCRAY & CO., 
Prescott, Wis. 








the title deeds to that land of yours; 
and yet—there may be a loop-hole, If 





























This is the Way to Advertise Tea. 
Say It’s Soothing—Say It Feeds the 
Nerves—Say Why. hen, and Only 
Then, Say Which Tea is Most Sooth- 
ing and Nerve-Nourishing—and Why. 
From the Boston Herald. 





Feed the Nerves 


_ The most natural sedative 
is good tea. 

or good tea is a nerve 
food. 

When you feel unnatural- 
ly wakeful at night—when 
you’re nervous—daepressed— 
discouraged—your nerves are 
fatigued—starved. 

Now Theine, the benefi- 
cial principal of good tea 
acts directly on the central 
nervous system. 

It feeds your starved— 
fatigued nerves — soothes 
them into quiet, natural con- 
tentment and restores a nor- 
mal condition to the entire 
system. 

Your brain is no longer 
goaded by your restless— 
starved nerves—it seeks re- 
pose. 

CHASE & SANBORN 
PACKAGE TEAS 
contain a maximum amount 
of Theine—the nerve nour- 

ishing principal of tea, 

For Chase & Sanborn 
Package teas are made from 
the tender delicate top leaves 
of the tea plant that con- 
tains the most Theine, that 
possess the most delicious 
taste and. fragrance. 

Take a cup of the Chase 
& Sanborn Tea whenever 
you feel nervous or wakeful 
ana you'll experience its 
beneficial effect in a very 
short time. 

Chase & Sanborn’s Teas 
are: ; 
“Koh-i-noor.” An English 
Breakfast Tea. Retail sell- 
ing price, 60c. Ib. 

“Orange Pekoe.”’ Ceylon 
and India. Retail selling 
price, 6o0c. Ib. 

“Orloff.” A blended For- 
mosa Oolong. Retail selling 
price, 6oc. lb. 

“Buffalo Chop.” True For- 
mosa Oolong, as grown, imp. 
in canisters. Retail selling 
| Price, 6oc. 


—_=/ 





There’s Strength in This Short One, 
From The Reading, Pa., Eagle. 


To-day’s prudence is to- 
morrow’s p/easure. 

What you save to-day, to- 
morrow will be like some- 
thing found. 

We offer you safety for 
savings and pay you 3 per 
cent, 

COLONIAL TRUST CO., 
lab. Reading, Pa. 

















A 





PRINTERS’ INK 


“Different” Credit Ad. 
Chelsea, Mass., Evening Record. 








Why shouldn’t you get 
the benefit, too? 

The benefit of the liberal 
and honorable credit we ex- 
tend to our patrons, we 
mean. 

Hundreds of Che'sea peo- 
ple will depend on us to fit 
them out with their Spring 
—e on Credit, 

People buy real_ estate 
and give back a mortgage. 
Tnat’s Credit. 

Business men buy store 
stocks on 60 and go days. 
That’s Credit. 

The United States gov- 
ernment builds a Panama 
canal and_ issues_. bonds. 
That’s credit. 

Why shouldn’t you get 
the benefit of your Credit? 


I WOLPER & CO., 
232-234 Broadway, 
Chelsea, Mass. 
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From the 


One of the Two Telling Little Leaflets 








| Sunday 4p. m 


Are Youa Leader? 


Do your playmates say, 
“So and so,” meaning you, 
“does so, and [ guess [ 
can.” If they do you will 
want to do things pretty 
near right. A fellow who 
does them that way is going 
to tell us how. Singing— 
well I should say so, Don’t 
forget, will you. Bring your 
side partner. 

BOYS’ DEPARTMENT 


Ys. 2. CAL 








Prepared for the Colorado Springs, 
Colo, Y. M. C. A., by Mr. Harry 
. Thurston of Denver. 


A Timely One for a Line That is Too 








Decoration Day 


Is one time of the year 
whene everyone wishes to 
see his cemetery lot in per- 
fect condition, 

To those who wish to 
have a new monument erect- 
ed. we would say tnat now 
is the time to place your 
order, and we are the peo- 
ple to place it with. Do not 
put this matter on, but see 
us at once. If not conven- 
ient for you to come to us 
drop us a postal and our 
representative will call. 





THOS. PHILLIPS & SON, 


143 High St., 
New Haven, Conn. | 








Little Advertised. From the Meré- 
den, Conn., Record. 











PRINTERS’ INK, 


ROWELL’S 
American 


Newspaper Directory 
For 1905. 


(THIRTY-SEVENTH ANNUAL EDITION.) 


READY FOR DELIVERY. 


This standard work on newspapers and 
the whole periodical press in the United States 
and Canada is now ready for delivery. The 
1905 edition is thoroughly revised to date and 
rates in its over 1,500 pages more than 
23,000 publications. 








Most advertisers are familiar with this 
book, but it is not generally known that the 
Rowell Directory is a reference book which 
ought to have a place in every well-regulated 
large business office in this country. 





It may be wise to forward orders early to 
make delivery certain. 





Cloth and Gold. Over 1,500 pages and 
Maps of every State in the Union, showing 
towns where a publication exceeding an 
average issue of 1,000 copies is published. 


Price *10-°° “ji.gc%-i7 bes 


Receipt of Price. 


Send Order and Make Checks Payable to 


CHAS. J. ZINGG, Manager, 
10 Spruce St. (up-stairs), New York City. 




















